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Building Durability into the 
Summer- Weight Oxford 


By Walter D. Leach 





Head of the Men’s Designing Department, Geo. E. Keith Co., 


Te: practicability of summer- 
weight oxfords, tan for busi- 
ness or street and black for 
evening or dress wear, is estab- 
lished because the added comfort 
afforded the wearer offsets the 
slight difference between it and the 
ordinary fall shoe as regards wear- 
ing qualities. 

Because the Geo. E. Keith Co. 
believes in summerweights it re- 
fuses to employ methods of reduc- 
ing their weight which might de- 
crease wear. I have been asked the 
question, 

“What is absolutely essential to 
produce a good summerweight shoe 
which has substance withal?” 
These three points are of vital im- 

nce: 

First, that the inner sole be of 
good quality because the inner sole 
is the foundation of the shoe. 

Second, that the upper be of good 
quality, soft, light leather. 

Third, that the outer sole be com- 
pressed so that it has all possible 
wear in it. 

A specially treated inner sole to 
give flexibility may be used and the 
same is true of the outer sole. One 
place where weight could be, should 
be and is reduced, is in the welt. 
A little lighter welt is practical be- 
cause a lighter sole is used. We 


Brockton, Mass. 


use soles as light as four iron, but 
not many that light and those most- 
ly on dance oxfords. Most of our 
summerweights are made with six 
or seven iron soles as compared 
with the ten iron soles on the aver- 
age fall shoe. 

Some manufacturers feel that 
the beveled edge is a good edge and 
I wouldn’t argue with them. How- 
ever, few Walk-Over shoes are made 








How to Sell Lightweight 
Oxfords 


“In one of our big city stores 
which did an extensive sum- 
merweight trade last year,” 
says Mr. Leach, “not a single 
pair was returned for adjust- 
ment. This dealer, when he 
sold a man, called his atten- 
tion to the fact that the shoe 
he was buying was made with 
a lighter upper and a lighter 
sole and consequently would 
not give the same degree of 
wear as a heavier shoe, but 
that the comfort he would en- 
joy while wearing them would 
make up for the slight differ- 
ence in wear.” 





with that edge. Skeleton linings 
are advocated and used but not 
commonly and in my opinion quar- 
ter linings will be used in most ox- 
fords, regardless of weight. 

Close trimming of edges gives a 
lighter appearance to summer- 
weights as well as actually taking 
off some of the weight. The lighter 
the sole the closer the edge may be 
successfully trimmed. 

In the heel, too, there is oppor- 
tunity for reducing the weight of 
the shoe. Slightly smaller heels of 
leather with wooden pegs or com- 
bination leather and rubber heels 
may be used to advantages. All 
rubber and all leather heels are in 
demand on the light weights, . also. 


Balance is important in the sum- 
merweights, lightweights or ban- 
tamweights. Contrasting heavy per- 
forating, stitching or pinking or a 
combination of these with a sum- 
merweight shoe would spoil the har- 
mony of design. There must be 
balance in the details such as sim- 
ple, neat stitching, perforating or 
pinking. 

During 1925 we enjoyed a good 
business on summerweight oxfords 
and we expect a much better one 
this year. An idea of the success 
of this type of shoe may be gained 
[CONTINUED ON PAGE 62] 












































Summer Shoes for Men 
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New Leather Shades 
Lead in Summer Shoes 
25% Demand Lighter Tans, 


Approximately Blonde in 
Shade. 


40% Medium Tan or Russia 
shades. 


10% White and Combinations, 
25% Black Lightweights. 


Color Can Be Made as Important as “Weight” 
in Getting More Pairs Sold 


AVE you noticed men’s hats 
H for spring selling? Did you 

ever see anything quite so 
colorful? Almost every shade from 
lightest gray and white to the most 
brilliant hues. Pink, blue, lavender, 
mauve, taupe, browns of all shades, 
even bright greens, bands in rain- 
bow hues. 

Then the ties—are they not the 
most weird assortment of color 
ever? And the sweaters, and the 
sport togs, and the shirts, and al- 
most every article of men’s ap- 
parel, except the shoes, is alive with 
color. 

What does all this color foretell? 
Where are we going with it all? The 
peacock in man is coming out most 
astonishingly. He will be even 
more startling in his new spring 
clothes than the woman. That fa- 

_mous “coat of many colors” will pale 
into dull drab when man arrays 
himself for the Easter parade. 

This should affect the styles and 
colors of men’s shoes. Some long- 
headed merchants have foreseen the 
inevitable. They have ordered the 
most colorful shoes obtainable and 
are clamoring for still more color 
and novelty. One dealer who caters 
for the youthful trade says that he 


is looking constantly for new effects, 
new patterns, new pinking, new 
trimmings, new colors. Some shoe 
stores are showing advance styles 
in sport shoes that foretell the com- 
ing of a new era in men’s footwear. 

Right at this moment the men’s 
shoe trade should be alert to its main 
chance. And that chance lies in 
more color, more novelty, more of 
that which we used to call “snap” 
in the days of the early 1900's. 


EORGE E. PEIRCE of the 

Thomas F. Peirce & Son, Provi- 
dence, R. I., the originator of the 
short forepart, balloon type last, and 
a shoe merchant of national im- 
portance, now tells us: 

“We believe that there is a change 
about due in the style of men’s 
clothes. This is indicated to a cer- 
tain extent by the fact that the men 
are intending to wear light gray 
flannel trousers for goif and sport 
this coming season. The writer is 
keeping in touch with one of our 
leading tailors and makes inquiry 
every few days to find out what is 
new. How far this long trouser 
style will go for sport wear, of 
course, we do not know, but we be- 
lieve that the white flannels and 





light gray long trousers will be in 
competition with the knickerbockers 
the coming season. 

This, of course, is only one indica- 
tion but this, together with the in- 
creasing demand for modified toes 
in men’s shoes, proves that there is 
a gradual change under way which 
may break out some day in a de- 
cided new style the same as the short 
forepart brogue appeared. 

A style change will be beneficial 
and every time that these changes 
take place it seems to stimulate the 
demand, until it sags down again 
into a state of doldrums. We are 
keeping our eyes open to take advan- 
tage of the first opportunity that 
gives us a chance to get out some- 
thing new. 

Making a hop -skip- and - jump 
across the country to factories 
prominent in the manufacture of 
men’s shoes, we learn the following 
facts. 


HE Commonwealth Shoe & 

Leather Co. reports: “We are 
running about 40 per cent black 60 
per cent tan. The great majority of 
the tan shoes are what we would call 
light shades, and the more popular 
priced and jazzed up the shoe, the 
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lighter the shade. We are just get- 
ting into considerable production on 
the so-called sauterne, blonde types 
for sport and semi-sport shoes, both 
in all over colors and combinations. 


E are entering each week 
an increasing percentage of 
summerweight types, and in another 
month such will constitute 
20 per cent of our immediate 
business.” 


66 


Nunn, Bush .& Weldon 
Shoe Co., Milwaukee, Wis., 
reports: “Production run- 
ning approximately 20 per 
cent black, 30 per cent tan, 
also 30 per cent light tan 
bordering on yellow, balance 
kid and miscellaneous colors. 
We sample most feather- 
weight and lightweight 
shoes. Featherweight sell- 
ing about 10 per cent; light- 
weight about 70 per cent, 
balance medium weight.” 


The Florsheim Shoe Co., 
Chicago, IIl., reports a style 
tendency indicative of cloth- 
ing fashions—wide toes, 
light colors dominant for 
spring. Steady decrease in 
blacks as warmer . weather 
approaches. Lighter weights, 
blondes and sports good. 

Sensing the possibility of 
a summer demand for colors 
in men’s footwear we tele- 
graphed tanners of men’s 
weight leathers and received 
the following responses: 


Pfister & Vogel Leather 
Co.,, Milwaukee, Wis., re- 
ports: “Doing 75 per cent 
business.on our two lightest 
shades, namely, Safra and 
Aura. Twenty per cent tans 
or on our Hundred Eight 
and Mecca. Balance darker 
shades in H M and L M 
weights calf and veals.” 


A..F. Gallun & Sons Co., 
Milwaukee, Wis., reports: 
“Our present production in 
calf for men’s shoes is principally 
in very light shades. Of these the 
natural tanned colors, Camel Hair 
and Sanditan, divide honors with the 
golden tans, maize and_ saffro. 
Light medium weights principally 
demanded. Spring business certain- 
ly has a cheery outlook.” 


Barnet Leather Co., Inc., New 
York, N. Y., reports: “Demand at 
present time very strongly on our 
Mayflower, Yellowstone and Florida 


wears summer-weight shoes. 
Dempsey, the former Estelle Taylor, the movie star 
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shades for men’s shoes. There is 
no indication that this demand will 
decline between now and October 
when a slightly browner shade will 
be wanted, but which a year ago 
would have been classified as light 
shade. There is no indication of 
any kind that darker shades will 
come in.” 


The Heavyweight Champion 


Carl E. Schmidt & Co., Inc., De- 
troit, Mich., reports: “Night letter 
not fast enough for Schmidt. Our 
colors Copper, Lustre, Hawaiian and 
H are all going big in medium and 
plump. Medium weights Copper 
Lustre demanded in more conserva- 
tive shoes and color H in less conser- 
vative. Outlook for business good.” 

After reading these statements 
can any merchant feel that the men’s 
shoe trade is not hitting a faster 


pace? 





Here he is with Mrs. 
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National Leather Sales 


*““Meet’’ 


BosTton.—The recent sales conven- 
tion of the National Leather Co. 
brought together here and at the 
Peabody tannery the personnel of 
the A. C. Lawrence Leather Co. 
and allied companies; and _ the 
following men from the 
branch offices: E. H. Pierce, 
St. Louis; J. G. Shoemaker, 
St. Paul; W. R. Sassman, 
Chicago; William Morgan, 
Chicago; J. S. Andrews, 
Chicago; C. F. Smith, Cin- 
cinnati; T. B. Tate, Cincin- 
nati; A. A. Burnett, Phila- 
delphia; H. R. Bayley, 
Philadelphia; F. H. LeFlem, 
Philadelphia; H. G. Winans, 
Rochester; A. Lingonfelter, 
Gloversville; G. L. Wemple, 
Gloversville; F. E. Jarbeau, 
New York; R. Mason, New 
York; G. T. MacDonald, 
New York; R. C. Cooper, 
New York; Arthur Smith, 
Winchester, N. H. 

The convention’s high 
light was enthusiasm. It 
was a constructive “meet.” 
Unity of purpose and co- 
operation among the differ- 
ent sections of the company 
have resulted. from these 
conventions. 

A dinner at Young’s Hotel 
was the chief entertainment 
feature. President W. R. 
Fisher, of the National 
Leather Co., was chairman. 


Officials Surprised with 
Gold Watches 


Mr. Fisher introduced, in 
order, George H. Swift, 
chairman of the board of 
directors; Henry J. Nichols, 


treasurer, and L. D. H. 
Weld, of the Commercial 
Research Department of 
Swift & Co., Chicago. All 


three gave brief and inter- 
esting talks. Mr. Weld then 
introduced Jack Jones, of the 
Boston office, who presented 
a gold watch to each of three 
men, whose total time of service with 
the A. C. Lawrence Leather Com- 
pany is over a century, each one has 
been with the company at least 
thirty years. These three men 
were: W. R. Fisher, president; P. S. 
Abbott, sales manager, and J. H. 
Gavigan of the sheepskin plant at 
Peabody. The gifts were a guarded 
secret till the last moment and the 
recipients were genuinely surprised. 

Many congratulatory messages 
were received. 
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Summer-wei 
and light colre 
This pre-view 
an idea of wha’ 
the 


ves 
in 


Shoes Built for Summer Wear 


A Great National Opportunity for Getting 


HE straw hat is cooler, lighter 

and more comfortable in the 

season for which it is to be 
worn than any felt hat, or any derby. 
It is on that premise that most of 
the work directed toward selling 
“men an extra pair of shoes is predi- 
cated. 

Much of the effort on the part of 
the trade in planning the business 
at retail for the next four months 
has been put into the study of 
weights of shoes. Enthusiastic shoe 
men are divided into a number of 
groups on the subject. Some ad- 
vocate featherweights, others light 
weights, others medium weights and 
still another school of thought is, 
forget about the weight and throw 
color into the shoe. So you see, the 
real basis for getting more shoes 
sold right this summer is a consider- 
ation of all of the factors. 

To bring all minds together, Thos. 
F. Anderson, secretary of the New 
England Shoe and Leather Associa- 
tion, called a meeting last Thursday 
at the headquarters of his associa- 
tion where makers of men’s shoes 
could, in open forum, express them- 
selves as to summerweight footwear. 
The great majority of the men were 
in accord with Geo. B. Hendrick, who 
served as chairman, that a great 
deal more publicity through news- 
papers and publications on the sub- 
ject of summer shoes for men would 
make a market for more shoes. In- 
sofar as the W. L. Douglas participa- 
tion in the campaign, Mr. Hendrick 


More Shoes Sold Right 


showed a sample of featherweight 
advertising and outlined how special 
service men were calling on three 
thousand merchants to further the 
idea of featherweights previous to 
the first of March so that the cam- 
paign could start with a bang March 
15. 

George H. Leach of the Walk-Over 
organization said that the George E. 
Keith Co. had accepted summer- 
weights as fundamentally part of 
the line and to be so considered. Its 
greatest opportunity is in second 
pair selling and if pushed, men will 
begin to accept summerweight and 
summer colored shoes for the sea- 
sonal change. 


ORACE R. DRINKWATER of 
: Edwin Clapp & Sons, Inc., and 
president of the Boston Boot & Shoe 
Club, said that his organization was 
a great believer in summerweights 
and that the trend toward lighter 
weight soles is meeting the sole 
leather situation. Lightness can be 
a matter of closer edges, lighter 
weight welting, but the shoes should 
be stout enough for foot protection 
as men are about as heavy in winter 
as they are in summer. The trade 
should do everything to bring about 
a demarcation between summer- 
weights and winterweights. 

Ed. Marshall of the United Last 
Co., said that a continuation of the 
game of making shoes last twelve 
to eighteen months per pair would 
eventually make the men’s shoe busi- 


ness of very little value, when no 
man should put a straw hat on his 
head and keep a fur coat on his feet. 

J. A. Holmes of the Regal Shoe Co. 
has given great prominence to the 
new weights of shoes through spe- 
cial window displays and selling cam- 
paigns. He says it gives promise of 
being the shoe trade’s greatest op- 
portunity this summer. 


B. HOWE, the shoe merchant, ex- 

e plained how he had sold summer- 
weights for three seasons and had 
coming to him three times as many 
styles in the lighter weights for this 
season’s sale. He gave as an axiom, 
“When you decrease the weight, be 
sure to increase the quality, and to 
make the shoes of a young man’s 
type and be careful that they don’t 
look like Lizzy shoes; and that most 
shoe merchants will want summer- 
weights in the medium weight of 
shoe because they fear double stock.” 

Tom Delany, representing the 
National Shoe Travelers’ Associa- 
tion, indicated that seasonal shoes 
were wanted by traveling shoe sales- 
men to increase their volume of 
business, but more because it meant 
greater profit to the merchant in 
getting more shoes sold right. 

The meeting continued on the sub- 
ject of emphasizing summerweights 
and considerable interest was evi- 
denced in summer colors in men’s 
shoes, making an additional oppor- 
tunity for profit in the store. A 
resolution is in preparation to carry 
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on the idea of the meeting that 
summerweights can be made profit- 
able. 

By telegraph we have obtained 
merehant opinion on both weights 
and colors for summer selling. 

Imperial Shoe Store, Beaumont, 
Tex., reports—Light shades tan calf 
best seller. Growing tendency for 
blonds. Big demand for light 
weight stock in calf skin. Those 
who bought light weight oxfords and 
complained are now asking for them, 
and say they will be satisfied with 
less wear. 


E. JACOBS, Walk - Over 
N. Shops, New Orleans, La., re- 
ports—Galluns No. 48, and Barnet’s 
Cambridge leading. Nude or brown 
calf beginning to show activity. 
Blacks holding their own and will 
be good until after Easter. Light 
weights beginning to sell, and will 
increase in volume as spring ap- 
proaches. 

Thos. F. Peirce & Son, Provi- 
dence, R. I., reports—Sale of colors 
in men’s shoes practically all tans 
and light browns. Increasing de- 
mand for brogue type in regular 
weight with ten and eleven edge 
soles. Too early to estimate popu- 
larity of these weights, but present 
demand indicates a 
season of regular 
weight shoes more 
trim in appearance. 

Patton&Hall, 
Schenectady, N. Y., 
report—Our choice 
for men for spring is 
oxfords, light tan, 
smooth leather, 50 
per cent; medium 
tan, light weights, 10 
per cent; black, light 
weights, 10 per cent; 
black, smooth leather, 
30 per cent. Wide toes 
and plenty of stitch- 


ing. 
Broadhurst Young 
Shoe Co., Denver, 


Colo., report—Me- 
dium light tan most 
popular in medium 
grades, eighty-five, 
ninety-eight and 
ninety-nine Corliss “<< 
good; also, Gallun 7 
number eight, thirty- { 
two Viking good in 
Nettleton, also sixty- 
one Russia, Tony gold 
selling well. Business 
just starting. Can- 
not give percentages 
yet, but lighter tans 
~ have taken firm hold. 
Summer weights just 








Summer-Weights 
Detailed 


Lighter weight u 
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starting, but look very strong for 
coming season. 

A. E. Taylor, Otto Hassel Co., 
Chicago, Ill., reports—Light tans 
and jet blacks in highly finished calf 
leathers are best sellers and equal 
in volume. Summerweights have 
been steadily increasing in our sales 
for the last three summers. 

Charles P. Brady, George Muse 
Clothing Co., Atlanta, Ga., reports— 
Tan low shoes in demand, five tans 
to one of black. Seventy-five per 
cent of the calls are for light shades 
of tan. The blond shades, 5 per 
cent; the red shades, 20 per cent. 
French patterns are fair. Soft toes 
good with Armstrong box. Scroll 
tip good. Keeping to few lasts, but 
plenty of patterns and sizes, with as 
few prices as possible. 

Kohls Shoe Co., Yakima, Wash., 
reports—Judging from early spring 
demand, indications point to about 
85 per cent tan, 15 per cent black, 
with light tans leading about four 
to one as regards summerweight. 
It is too early to judge, but expect 
a ready sale as the season progresses. 

Additional information on the 
light weight and light color situa- 
tion is given in the following words 
by John R. Laycock, head of the 
Hanan & Son retail stores: 
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“Hanan & Son have been in the 
forefront in pushing light weight 
shoes for summer wear for the past 
four years. We can now safely say 
that it is an established part of our 
business. The light weight idea 
came to me about four years ago 
when, on a hot day in New York, I 
was forced to take off my shoes in 
my office to obtain relief. I had 
been wearing a pair of heavy 
brogues. I thought, ‘My tailor has 
sold me a mohair suit, my hatter 
has provided a straw hat, my fur- 
nisher thin shirts and athletic un- 

derwear, and yet I am wearing a 

winter shoe.’ We put some light 

weights into work, advertised them 
and showed them in our stores, and 
they immediately ‘caught on.’ 

“The light weight business with 
us has been growing ever since. 
Lighter colors also are coming into 
vogue, but the color situation, as we 
size it up in our stores, is mainly 
sectional. In the West the very 
light colors predominate, but the 
shades grow darker as you approach 
New York. New York men have 
never gone to real light shades in 
footwear in the past, and I don’t 
think they will do so now. Our best 
seller for New York is a medium tan 
shade. We have three shades that 

we carry in our 

stores throughout the 
country, the extreme 

light for the West, a 

less light shade a bit 

further east and the 
medium shade for the 

East. 

“Only last week I 
had a long conference 
with one of our 
European representa- 
tives. Europe, he told 


me, is demanding 
lighter shoes, even 
’ the British are calling 


for the light weights, 
and the French think 





some of our light 
weight samples are 
not closely trimmed 
enough to satisfy the 
Frenchman’s desire 
for lightness in foot- 
wear. In colors, how- 
ever, Europe wants 
the darker shades in 
tan. 

“We believe so 
strongly in light 








weights that we are 
pushing them harder 





rubber heels 





er leathers, lighter stitchings, closer edges, skel- 
eton linings, modified slim toes, beveled edges and even half-weight 


than ever. Light 
weight shoes can be 
made to occupy the 
same position as 
straw hats.” 
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Is “Weight” the Right Word? 


HE use of the term Summerweight Shoes for 

Men has been generally acknowledged to be a 
trifle better than any other specific terminology 
relative to seasonal footwear for the next four 
months. 

From many sections of the country comes the 
opinion that perhaps the use of the word “weight” 
would bring with it doubt and misunderstanding 
on the part of the public, or a feeling that the shoe 
trade is trying to put something over on lighter 
shoes. 

The public is sensitive to any plan of merchan- 
dising that substitutes something for something 
else based on a reason, no matter how logical, that 
means less wear per pair. In decreasing the 
“weight” should not a corresponding increase in 
“sole quality” be achieved? 
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The basic problem is how to sell more shoes in 
the summer time. There is no question but what 
a seasonal shoe having a lighter upper (even skele- 
ton lined) and in sharp contrast to a winter weight 
shoe will be sold this summer, in hundreds of thou- 
sands of pairs, proving that the shoe merchant can, 
by his own effort, put over a style, if he is first sold 
on the idea. 

Going right in hand with summerweight is the 
use of lighter colors in men’s shoes. We can see 
many pairs of shoes sold, particularly to younger 
men, on the basis of color. Some merchants even 
go so far as to say that “the matter of lighter 
weight in young men’s shoes is of no moment. The 
only appeal that we can put over is through the use 
of lighter shades of colors.” 

They go still further and say the light-weight 
shoe is particularly a shoe for men above forty. 
Be that as it may, the general campaign for the 
summer months is getting more shoes sold to men, 
and we use the general term summer Shoes so as 
to make it all inclusive. Also to make more sell- 
ing points for the man in the shoe store who actual- 
ly puts this style movement over. 

Without his cooperation the campaign is a 
“flivver.” With it, it is the biggest demonstration 
of the fact that any great national movement must 
have the cooperation and backing of the retail shoe 
merchant if it is to be a success. We await the 
outcome with confidence, for it is in the cards— 
summer shoes and more pairs for men. 


Don’t Misuse “Color” Term 


HE tempest in the teapot over the use of the 

word “color” has been a disturbing note the 
past three weeks. Is it not due to the confusion in 
the minds of the trade as to the use of the word? 

What is really meant by color? The public has 
one definition of it, and the trade another. Be- 
cause someone wanted to group blond, parchment 
and gray in one generic term the trade began to 
use the phrase “colored kids for spring.” 

The public uses no such terminology. The pub- 
lic thinks of blond and parchment as being in the 
brown family, and a natural color for footwear, 
even though lighter than in former seasons. The 
idea of gray shoes has been in the trade for genera- 
tions. The public is not confused as to the shades 
in the brown and gray families. 

We have had occasion to ask many merchants to 
prove for us that the public’s idea of color is blue, 
green, yellow, pink, purple and, in fact, the more 
vivid colors. They look back to the red, blue and 
green-shoes of two years ago and think about color 
an that connection. The softer shades of red, blue 
and green, commonly called pastel colors, are also 
classified by the public as colors. 

Therefore, for the good of merchandising, don’t 
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continue to use the term “colored shoes” in the 
same breath with blond, parchment, sauterne and 
gray. These are normal shoe colors—lightened up 
for fashion purposes this year. As such they have 
a prominent place in every store’s stock and will be 
merchantable at a profit for months to come— 
mark our word for it. 


Greed in the Saddle 


T is in the smaller towns and cities that the 

greatest damage to the legitimate shoe business 

is being done. The big city merchant with unlim- 

ited capital and outlet can fend for himself. But 

it is the smaller merchant who suffers from the in- 
roads of the newcomer. 

Here is a fair example: In a city of 25,000, in 
Southern California, there are no less than thirty 
stocks of shoes. There are less than six real shoe 
merchants in the town. What a situation! Really 
it is appalling to contemplate the future of that 
little city as the shoe business is but a part of the 
general condition. Grocery stores, hardware stores, 
radio shops, ‘garages, auto agencies, installment 
houses, dozens and dozens of others, all overdone, 
all overcrowded and all attempting to outsmart and 
undersell the others. One might count the real 
merchants on the fingers of the two hands. 

Interview one of those new shoe store proprie- 
tors if you want to get some interesting if painful 
facts. In the average case he has never been in the 
shoe business before, or else his knowledge comes 
from contact with the cobbler’s bench or the pedd- 
ler’s pack. Some of them have not been out from 
between the plow handles more than a few years. 
Some of them have enjoyed the freedom of Ameri- 
ta but a very short time. But they are rated as 
shoe dealers and enjoy a nice line of credit. 

Like a swarm of locusts the new shoe stores, or 
rather shoe stocks in general stores, or with cloth- 
ing and furnishings, are spreading over the coun- 
try. They sap the life blood of legitimate shoe re- 
themselves. Like the barnacle on the pier, like 
tailing. They kill all that they touch, even for 
the mistletoe on the 

branch, like the blood 
sucking leech, they take 
the substan¢e and leave a 
ruined shell. 

Who is going to pay for 
all this? When the bread 
and butter business, the 
real shoe store in the 
smaller town and city, has 
been destroyed by pirati- 
cal competition, then 
what? Will the shoe busi- 
ness be delivered over to a 
horde of vicious interlop- - 
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ers? Will service institutions perish? It points 
in that direction. 

There are manufacturers today who are laying 
up for themselves and the great industry, a treas- 
ure of calamity, a score of bitter reckoning when 


the time of accounting arrives. 


Let Your Banker Read This! 


OME day the banking fraternity will awaken to 

a new thrill. It will be more thrilling than 
bandits, absconders, overdrafts, or any of those 
small ones. It will be a soul-searching, heart-rend- 
ing thrill. It will be when all the “Easy Payment” 
concerns liquidate. Any banker who wants to get 
a foretaste of the thrill that is coming may have 
it by walking through several streets and making 
observations that will be new to him, although they 
have been commonplace to others for a long time. 

Let this observing banker walk leisurely and 
take in the places of business and the signs dis- 
played. 

Here is a credit clothing store, there a dia- 
mond palace where gems may be purchased 
on easy payments, over yonder a big radio 
shop where a dollar down will buy a big, fine 
radio set. Across the street an automobile agency 
where the best of cars may be driven home after 
a small down payment. On this side of the street 
is a piano concern offering wonderful instruments 
on installment payments. Right here is a furni- 
ture store where a house may be completely fur- 
nished and paid for on monthly payment plan. A 
real estate office upstairs sells homes on the same 
plan. Look at the “Beauty Shoppe” where credit 
is freely extended to the bon ton. Here is a big 
department store where “Charge Accounts are So- 
licited.” On down the street he will see dozens of 
other places where people may buy things at a 
dollar down and a dollar a week the balance of 
their natural lives. 

Let this banker stop, now, and ask himself some 
questions: “Who finances all these places? Where 
do they get the capital to opehate? Whither 
are we drifting? Where will all this end? 

How will it end? Where 
do I get off? Surely there 
must be an end to it all. 
When that comes what 
will happen to the finan- 
cial interests of this coun- 
try ” 

Something to think 
about, gentlemen of the 
banks. Something to 
ponder. All credit must 
have a background. Fi- 
nancial solidity must have 
a foundation in something 
more stable than paper. 
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A new Boot and Shoe Recorder depart- pana Ne 
ment in which will be found the solu- SERVICE? 
tion of merchandising problems sub- a | =z 
mitted by merchants to O. K. Johnson, “7 WZ ae 
Associate Editor of Merchandising Prac- Ln == 1: 
tice e.- Z 


The Inquir mentary on the situation in your 
: ; q ; y stock to say that you are doubtless 
We are going to put in a new front carrying just about twice as many 


pa yd = po nab ove tyme lines as the size of your community, 


completed about April first. What is its trading territory and your busi- 
the best way to advertise and how? ness really warrants. For, while 


We have been going through a sale practice varies tremendously in this 
period; do you believe it advisable to Riga in th h h 
run an “alteration sale’? If we have ™atter, it is certain that there has 
a sale during our alterations, a been a strong tendency in the retail 
any other name that will work out shoe business, and a tendency that « ;:. 3: r ; 
O. K.? Have you on hand any data oy ee cnow tlds te on on it is difficult to advise without hav- 
showing where other merchants have 8 y Pp ing the facts available. If you will 
been pms a same thing pas neve ten y ven oo agg: to buy fr ger ed send mémoranda covering facts 
been successful in running a sale? a small number of sources. Some . ; 
We have the following lines: Men’s stores buy only one line of shoes. such as statement of business as of 
—Nettleton’s, Florsheim’s, Ralston’s, Wor a teentelir chose. thet teen em January first 1925 and 1926, and 
Walk-Over, Selz-Six, Selz-Eight. Wom- peciaity svore, tae a certain other figures, specific recom- 
en’s—Cantilever’s, Walk-Over, Dorothy treme buying policy. On the other mendations will be made to you. In- 
Dodd, Merchant’s Shoe. The reason for hand there are reports of shoe stores giyde in your memoranda for 1925's 


my explaining our lines to you is to going more than a half million dol- business these figures: What is the 


get your advice in regard to what pol- : 
icy I should follow: lars worth of business annually ize of your stock in men’s, women’s 
and children’s shoes? What were 


This store is considered the best of whose buyers purchase from not 
the amounts of your purchases? 


This concentration of buying also 
has a direct connection with the 
principle of reducing to the lowest 
possible terms the number of grades 
of merchandise and the number of 
styles in each grade. 

What you should do in your store, 


its kind in the city, outfitters of men’s more than five or six manufacturers. 


and boys’ clothing and carrying a com- P 
plete line of men’s, ot scene & ok ae. These, too, are extreme cases. It is 


dren’s shoes. We have a population of ordinarily true that the largest num- HAT were your sales? What 
about 13,000 and a drawing population ber of lines are bought by the large was your mark-up? What was 


of 25,000 to 30,000. Any suggestion you store, which features styles that are your stock turnover? What w 
ill be highl . ; = Pa Stag : $ as your 
a os ol Sesland meee. re- novel and distinctive; while the total expense? What was your net 


smaller store, which must operate on loss or gain? What were your in- 


e Rum smaller capital and with smaller vento'y figures at the beginning and 
The Answer stock, must buy as few lines as pos- end of the year? Can you give all 
oh ; sible. these figures separately for men’s, 
ae installation of a new front Theconcentrationof buying uponfew women’s and children’s shoes? 
is one of those events in the jines rather than upon several lines, | Whether you are in a position to 
life of a store that must not be 


is an actual necessity and must be take competent action on your stock 
observed in the smull store more problem will depend upon the kind 
strictly than anywhere else. Even of records you have at your com- 
the large store has been taught this mand to make the facts available. 
lesson among other important les- Without all the facts in the case, 
sons to which wartime conditions you will be less certain of just what 
emphatically drew the attention of todo. Here are some things to look 
retailers. And many and many a- up: 

shoe store has learned how to do Have a statement made listing all 
business with a third less or a half your manufacturers, and showing 
less lines than it was formerly for each the number of pairs in 


passed over without an effort to cap- 
italize it in added reputation and 
prestige in the minds of the people 
in the community and in additional 
sales in the store. The usual way to 
do this is to hold a sale, or a series 
of sales, and advertise the special 
sales offerings. Special sales are 
also often used to mark the comple- 
tion of alterations, though fre- 


quently the occasion is celebrated ¢hoyght wise to carry. stock and their value at cost at the 
with more than ordinarily formal beginning and end of the year, the 
and elaborate showings of new mer- ONCENTRATION of purchases number of pairs and the value at 
chandise. was one of certain details of cost of all purchases delivered dur- 


With you, the question of what to policy which were found to bear a ing the year, the number of pairs 
do to make your store alterations close relationship to success in serv- sold and their value at retail. By 
count for the utmost good of your ing the public and to that most in- comparison of these figures, one 
store, is one of two problems and teresting business accomplishment manufacturer’s line with the other 
may bear some relation to the second —getting a real net profit on the sea- lines, you will see whether one or 
problem, which is strictly a mer- son’s business. Merchants have two lines stand out as superior to 
chandising problem. found that this concentration of the rest, and whether some lines 

Your memorandum of the lines buying has meant better credit stand out as representing small 
you are now carrying is very inter- terms, better service and greater co- amounts of business and slow-selling 
esting. It is probably a safe com- operation from their manufacturers. goods. 
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Have a statement made, listing all 
your various retail prices, and show- 
ing inventory at beginning and eud 
of year, all purchases and all sales 
during year, classified according to 
selling price. 

A study of these figures will show 
you which are your profitable grades 
and which are losing money for you, 
as the facts on this list are all ex- 
pressed in number of peirs. When 
you find prices for which there is 
small demand, cut them out. When 
you find the prices on which your 
customers concentrate their buying, 
you will know that that is the grade 
of merchandise on which you will 
want to concentrate your 


BOOT AND SHOE RECORDER 


these for a week. The second week, 
try pushing a higher grade of shves, 
at some one price you may decide 
upon, perhaps at $6.85 or $7.85, so 
as to attract a different group of 
folks than were drawn by your pre- 
vious week’s special offering. Then, 
the third week, go back to a low 
price line again, but not the same 
line or assortment as you advertised 
the first week. You will want to 
emphasize women’s sale shoes at one 
time and men’s at the next, perhaps 
both the same week if the grades 
you are pushing are low priced. You 
might well use a mailing card to an- 
nounce your sale, if you decide to 
close out a high priced line. 
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Some stores could do 
in the same advertisement; 
other stores would use separate ad- 


same time. 
both 


vertisements. Sometimes it is de- 
sirable to use one publicity medium 
for the sale goods, the newspapers 
for instance, and another medium 
for the new spring merchandise, per- 
haps a fine spring shoe announce- 
ment mailed into the homes of cus- 
tomers and prospective customers. 
You will have to act on your own 
judgment and use your knowledge 
of local community circumstances 
and store conditions in deciding just 
what to do. If you feel that you 
cannot push both sale merchandise 
and new merchandise at the same 
time, it would be best to con- 
centrate your efforts during 








stocks. 

If you care to submit these 
figures for examination, 
further advice and_ specific 
suggestions about stock will 
be made to you. 

Until further information 
is available, only comment of 
a rather general nature can 
be made on your problem. 
But, based on an experience 
with many other cases, one 
may guess that it would be 
wise for you to adopt a pro- 
gram of cutting down on the 
number of manufacturers, on 
the number of prices or 
grades in your stock, and on 
the size of your stock. Re- 
member the relation between 
small stock, few grades, few 


salesmen. 
tions. 


tion. 


A Word About O. K. Johnson 


O. K. Johnson is engaged in the pro- 
fession of Advertising and Merchandising 
Counselor in Rochester, N. Y., and is asso- 
ciated with distributors of shoes, both re- 
tailers and manufacturers. He is known 
throughout the shoe trade for his fifteen 
years’ connection with William Eastwood 
& Son Co. stores in Rochester and Buffalo, 
as advertising manager and director of 
He has been speaker at local, 
State and national shoe retailers’ conven- 
He is a former president of the 
Rochester Retail Shoe Dealers’ Associa- 
He has specialized on publicity and 
on statistics, control and methods in mer- 
chandising. 


the period of alterations upon 
new spring footwear, and 
leave until clearance sale time 
comes in early July the task 
of clearing out goods in a 
campaign to reduce lines and 
grades. 

At any rate, whatever else 
is done, the minute your new 
front is completed, the thing 
to do it to put forth every 
effort to make the most at- 
tractive displays of new mer- 
chandise and give the most 
persuasive advertising to the 
season’s new shoes. 

Your windows will be new 
and fresh, so see that the 
merchandise that is put into 
them also is new, fresh and 








up-to-date in style. The 





lines, and larger turnover and 
larger profits. 

If, on looking up the facts, you 
decide that it is best to reduce stock 
in this way, do you not think that 
the period of alterations to your 
store will afford an excellent op- 
portunity to accomplish this job? 
Take generous markdowns on what 
you want to close out, so as to make 
it a real object for the people to 
come into your store and take these 
goods away with them. You wont 
have the advantage of using win- 
dows for the display of this sale 
merchandise, so you will need to use 
other advertising. Use good sized 
space in the newspapers, and go 
after the 30,000 people in your ter- 
ritory with the use of direct mail 
advertising. Send out a mailing 
card, a folder or a letter telling about 
your sales. You can keep this going 
for six weeks if you work out a 
carefully prepared schedule of sales. 
Don’t put everything on sale at the 
same time. Introduce some variety 
into the proposition every week. For 
instance, you might put on sale the 
first week a quantity of shoes at a 
single low price, say $4.85, and push 





As for a name for the sale, what 
would you think of the idea not to 
name it at all? You could then put 
the whole emphasis in the headlines 
upon the merchandise itself, a plan 
which has its advantages, as it is the 
merchandise which you want to sell 
and not a name. In smaller type 
across the top of the advertisement, 
or in fine rule boxes at top center or 
right corner, you would want to call 
attention to the idea back of the sale 
in some such words as, “We offer un- 
usual values in shoes, at greatly re- 
duced prices, for men, women and 
children, while alterations are be- 
ing made in our store building.” 

There is another thing to think 
about, owing to the fact that this 
period when your store front will be 
boarded up comes just before Easter. 
You will not want to confine your at- 
tention to sale goods at this time, 
for this is the season when you will 
need to show and advertise your 
latest novelties and all your newest 
merchandise. Local circumstances 
will determine whether you can push 
sales goods and new goods at the 


spirit of newness must per- 
vade both your displays and adver- 
tising. Give them the atmosphere 
of a home after the annual spring 
house cleaning. This will appeal 
strongly to the women of your com- 
munity. 


“Special Value” a New Stunt 


A group of several well known 
Atlanta stores, seven of which handle 
footwear, have put into effect a new 
merchandising plan, running what 
they term a Thursday Special Value 
Day, on each Thursday of each week 
offering some particularly enticing 
bargain to the retail trade, this be- 
ing advertised cooperatively in the 
Atlanta papers by all of the dealers 
together, and individually by each 
of them in separate ads. The shoe 
companies and others handling shoes 
taking part in the plan include 
Black’s Shoe Store, the Chamberlin- 
Johnson - DuBose Co., Chandler’s 
Boot Shop, the Davison-Paxon-Stokes 
Co., the J. M. High Co., M. Rich & 
Brothers Co., and the Fred S. Stew- 
art Shoe Co. 
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Equally as interesting is the range of percentages in 
men’s shoes in widths B, C, D and 


Making More Sales by Stocking 


Ford, people don’t wear his 

merchandise on their feet or 
heads. If they did, there would be 
almost as many end-size flivvers 
running around loose as there are 
shoes in the average retail stock. 

Which reminds us that Henry 
Ford at one time really did make a 
kindly suggestion to the shoe fra- 
ternity through R. H. Fyfe of De- 
troit. The story is told that 
Messrs. Fyfe and Ford were dis- 
cussing distribution problems and 
that Mr. Fyfe inquired casually 
whether there was any feature of 
Mr. Ford’s distribution methods 
which could be applied to the re- 
tail shoe industry. 

“What,” asked Mr. 
your best selling sizes?” 

“8-C for men; 5-B for women,” 
answered Mr. Fyfe. 

“Well, then,” came the answer, 
“concentrate and sell nothing but 
those sizes.” 

The real truth of the size prob- 
lem lies somewhere about halfway 
between the absurdity of this advice 
and the equal absurdity of carrying 
too many end sizes because of the 
fear of losing a few sales. 


* + 


Fo rere, rent don't. wea "hs 


Ford, “are 


“Unless something is done to 
stabilize styles a lot of shoe mer- 
chants are going broke and a lot of 
manufacturers and wholesalers will 
go broke with them.” 

And then the much worried whole- 
saler who made this statement pro- 
ceeded to tell the writer that the ac- 
cumulation of undesirable mer- 
_chandise on the shelves of his cus- 
tomers was something appalling. He 


Fewer Sizes 


knew his men had not been getting 
‘the business and he went out into 
the field to find out what was the 
matter. 

After he had relieved his chest of 
a lot of his troubles and painted a 
graphic picture of merchants over- 
loaded with unsalable shoes, he was 
asked how, in his opinion, stocks 
got into such horrible condition— 
whether the trouble was due to pick- 
ing the wrong style or buying the 
wrong sizes. 

At first he said it was buying 
wrong styles, selecting merchandise 
that didn’t please the public. 

“Then,” said the writer, “I sup- 
pose you found the shelves groaning 
under a load of 5, 544, 6 and 64% A 
to C in women’s shoes and 7%, 8, 
814 and 9 B to D in men’s. 

“There was no surplus of small 
sizes either on the shelves or on the 
bargain counters in the stores you 
visited.” 


E admitted that such was not the 

case, that salable merchandise 
in the best sizes was scarce and the 
accumulations were largely the 
smaller sizes in both men’s and 
women’s shoes, but there was some 
surplus in the larger sizes of men’s 
shoes. 

What he had in mind when he said 
wrong styles was the accumulation 
of Louis XV heel boots and oxfords 
he found, but even in these he con- 
cluded that the greatest surplus was 
on the small sizes and especially in 
narrower widths. 

There is only one safe rule in 
buying sizes; that is, buy what you 
need. Buy against sales. The mer- 
chant who does not have before him 


by noon every Monday a complete 
size sheet of his entire stock is 
scarcely worthy to be called a mer- 
chant. 


SHEET of wrapping paper will 

answer the purpose. Rule it off 
into a big size shet. Make one for 
each department, women’s, misses’, 
children’s. Keep felt slippers, rub- 
bers, etc., on separate sheets. 

Separate men’s dress shoes from 
work shoes; women’s dress shoes 
from comfort shoes. Keep high shoes 
separate from low shoes. 

List shoes by “families”; that is, 
patents with Louis XV heels in one 
family, satins in another, etc., but 
have them so you can total up and 
down and crosswise, sub-totals and 
general total. 

When you get through you will 
know how many pairs of A’s and 
B’s and C’s you have in each family, 
and how many A’s and B’s and C’s 
you have altogether. 

You will know how many 3’s and 
4’s and 5’s you have in each family 
and how many you have altogether. 

If you have kept a record of sizes 
and widths sold during the week you 
know what you need to buy to bal- 
ance up in each family and in sizes 
and widths. 

It is not a difficult matter to keep 
a record of sizes and widths sold. 

An old counter book will answer 
the purpose. Rule off four pages 
into size sheets; one for men’s work 
shoes, one for men’s dress shoes, one 
for women’s comfort shoes, one for 
women’s dress shoes. From sales 
slips make up this record daily. At 
night take the sales slips, segregate 
them into four piles corresponding 


[CONTINUED ON PAGE 54] 
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Interior view from rear of new John Ward store, Broadway, New York, showing the novel decorative treatment, 
representing the courtyard of an old English inn 


Atmosphere an Aid to Business 


New Men’s Store in New York Gives Air 
of Old British Hostelry 


HE age of atmosphere in trade 
"Pinas arrived. The proper set- 

ting for a retail mercantile 
business is of as much importance 
as the class and type of merchandise 
handled. The modern shopper, male 
or female, demands something more 
than a mere “store” in which to buy 
things. 

This trend has resulted in a vast 
number of artistic and unique shops 
stretched clear across the country. 
New ones, with interestingly new 
and novel ideas are being established 
almost daily in an effort to give the 
shopping public a new thrill. 

New York men who frequent the 
mid-town shopping section were 
treated to one of these thrills last 
week when the newest of the John 
Ward stores was thrown open. The 
new store is in the block between 
Thirty-seventh and Thirty-eighth 
Streets on Broadway, and replaces 
the Ward store which for many 


was on the block between 
and = Thirty-ninth 


years 
Thirty-eighth 
Streets. 

John Ward Men’s Shoes, Inc., 
went in for atmosphere more than 
a year ago when it opened a store 
of decidedly strong English flavor 
on Forty-second Street. The new 
Broadway store, in addition to be- 
ing much larger than the Forty-sec- 
ond Street store, surpasses that es- 
tablishment in “atmosphere.” 

It represents the courtyard of an 
old English inn. The thatched 
roofs and gabled ends of what look 
like the buildings of the inn flank 
either side of the store. Back of 
these structures are the _ stock 
shelves. Doorways, sometimes. cur- 
tained, lead to these stock rooms. A 
stucco finish on the walls, together 
with painted quotations from Poor 
Richard’s Almanac carry out the 
antique idea. At one side is a small 
paned window—in reality a mirror. 


In an opening on the other side is 
the cashier and wrapping desk, 
above which is suspended a bright 
yellow awning. Ranged along the 
walls on either side are high backed 
oak benches with yellow cushions 
and a doubie row of these benches 
provides additional seating room 
across the center of the store. Sup- 
plementary seating space is pro- 
vided by windsor chairs, which are 
also used for the shine stand in the 
rear. 

The store offices are on a balcony 
across the rear of the store, with a 
gabled roof and small leaded glass 
windows, still further carrying out 
the old inn idea. Wrought iron 
lamps and other fittings in keeping 
with the period are parts of the 
general decorative scheme, as is the 
real flag stone floor, which at places, 
is covered with soft brown rugs. 

Convenience has not been sacri- 
ficed to decorative effect, however, 
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Front of the new store. 


the stock is readily accessible and 
customers are waited on as speedily 
and convenieritly as in the old store. 

The hosiery department has not 

















been forgotten, either. It occupies 
a space at the front of the shop, be- 
tween the two entrance doors. It 
is unique in that the high glass 
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The windows are leaded glass panes, which are not curved. Flooring of windows is 
marble. The windows also carry out the old English atmosphere 


case, fully four feet high, which 
serves as a counter, also affords ex- 
cellent interior display space for 
shoes, hosiery and other accessories. 


Making More Sales by Stocking 


Fewer Sizes 


[CONTINUED FROM PAGE 52] 


to the above divisions. Take 
women’s dress shoes, for instance, 
by tally system. Put straight mark 
(1) for each pair of a given width, 
put diagonal mark for every fifth 
pair. Total them at the end of the 
week. Or if you think once a month 
is often enough to take a composite 
sizing, carry it through for a month. 
This is the safest and sanest method 
of knowing what styles and what 
sizes to buy. 

Put a tape around the foot of 
every woman customer who enters 
your store for a month, and you will 
undoubtedly find that 84% inches will 
appear more frequently on the tabu- 
lated result of ball measurements 
than any other one figure. This is 
the ball measurement of a 514C. 
Now bear in mind that the same 
ball measure applies in standard 
measurements to 51%4C, 642B, 714A, 
84%ZAA, 9%2AAA. It also applies to 
414_D, 3144E, 242EE. 

If the average buyer would keep 
his mind centered on ball measure 


or width in place of constantly 
thinking of length or size, there 
would be less accumulation of small 
sizes and narrow widths; less losses 
and more net profits. 

This should not be interpreted as 
condemning narrow widths. On the 
contrary more narrow widths could 
profitably be sold in many stores but 
they should be in the larger sizes. 
Right now the average store is 
short of 74%, 8, 8% and 9 in AA and 
AAA in women’s dress footwear. 

We are in an era of rapid style 
changes. About the only staple 
shoes in a store are those that are 
“Strapped” to the shelves; the ones 
that nobody seems to want. Stabiliz- 
ing styles is, at present, out of the 
question. 

Frequent buying is necessary and 
frequent buying for most stores 
means comparatively few pairs of a 
given style. 

Herein lies the danger of ac- 
cumulating small sizes. The C. E. 
Petot idea of classifying shoes into 





families and buying in a new shoe 
so the sizes bought will fit in with 
what are already on hand in that 
particular family, is the surest way 
of avoiding an accumulation of un- 
desirable merchandise. 

In the average store the actual 
net profit on a given shoe is about 
10 per cent of its cost. That is to 
say, if you buy a pair of shoes at $5 
your actual net profit will be about 
50 cents. 

If you buy 40 pairs in a lot and 
sell 30 of them at regular prices and 
the last 10 pairs at $1 a pair, your 
profit is pretty well gone. Better 
to miss a sale occasionally than take 
the loss in left overs. You don’t 
think much of missing a sale on 5 
or 514% in women’s or 8 or 8% in 
men’s, but you will worry all day if 
miss a sale on a 3A or 4AA in 
women’s or a 514B or 6AA in men’s. 

If you keep a record of sales 
missed you will find that very few 
sales, comparatively, on the real ex- 
treme sizes are lost. Think it over. 
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Making Merchanding Safer and 
~ More Profitable 


By Malcolm P. McNair 





Assistant Director, Bureau of Business Research of 


(The following article on 
merchandising women’s style 
shoes was taken from an ad- 
dress delivered by Mr. Mc- 
Nair before the National Re- 
tail Dry Goods Association— 
Editor’s note). 


E of the most pro- 
nounced characteristics 
in the women’s shoe 


business in recent years has 
been the rapid development of 
style features in conjunction 
with a considerably acceler- 
ated style cycle. The Harvard 
Bureau of Business Research, 
in the study which it is now making 
of merchandising problems in 
women’s shoe departments in depart- 
ment stores has noted two signifi- 
cant points in connection with the 
style situation in women’s shoes. 

(1) This style development has 
afforded department stores an op- 
portunity to handle the women’s 
shoe business to particular advan- 
tage. The department store is es- 
pecially adapted for the merchandis- 
ing of those goods which by reason 
of their style characteristics belong 
in the classification of shopping 
goods. For goods of this type, va- 
riety for selection, ample opportunity 
for comparison, effective display, and 
rapid turnover are essential factors 
in the retail merchandising process. 
These requirements the department 
store is in an advantageous position 
to meet. When women’s shoes were 
more staple in character, that is, 
when shoes were just shoes and 
nothing more, there was not the 
same cpportunity that there now 
is for department stores to handle 
this business to advantage. 

(2) The second point in connec- 
tion with the style situation in the 
women’s shoe business is that the 
style problems for the time being 
have tended somewhat to obscure 
one of the most fundamental prob- 
lems of the retail shoe business; 
namely, that of size and fit. It is 
the judgment of experienced shoe 





the Graduate School of Harvard University. 





Form No. 1 


On this form is made a periodic recapitulation of 
sales by sizes for each last and for each style num- 


ber 


merchants that even under the hec- 
tic style conditions that recently 
have prevailed in women’s shoes, the 
losses arising from the accumulation 
cf broken lines and end sizes consid- 
erably outweigh the losses from style 
obsolescence. A_ relatively wide 
range of sizes is necessary in each 
style number. 

Because of the considerations that 
have just been sketched, it follows 
that the position of the women’s 
shoe department in a department 
store merchandise organization tends 
to be a semi-independent one. In 
the stores from which the bureau se- 
cured records of experience in con- 
nection with this study, the most 
successful practice apparently was to 
have a separate divisional merchan- 
dise manager for this department, 
where the volume of sales was large 
enough to warrant this plan; in cases 
where the volume was not so large, 
the practice was to have the depart- 
ment head responsible directly to the 
general merchandise manager. 

As regards the location of the 
women’s shoe department in the 
department in the store, practice 
seems to vary considerably. In one 
instance a department was located 
on the first floor, for reasons, how- 
ever, of expediency rather than of 
principle. In general a location 
above the first floor appears desira- 
ble. 
In the layout of the women’s shoe 





department some degree of 
privacy evidently is essential, 
and it is also important, in 
view of the style character- 
istics of women’s shoes, to 
have adequate facilities for 
the display of a considerable 
variety of styles. 

One of the first problems, 
of course, in the management 
of a women’s shoe department 
is the selection of the general 
type of merchandise to be 
carried. This question can be 
answered by a study of the 
buying motives of the store’s 
clientéle, since it does not ap- 
pear advisable to use the woman’s 
shoe department as a means of at- 
tracting any different class of cus- 
tomers than that which customarily 
patronizes the particular store. 
Here the store’s position in the style 
cycle must be considered. It has fre- 
quently been pointed out that cer- 
tain groups in the community tend to 
be actuated largely by the motive of 
desire for “distinctiveness in their 
purchases of wearing apparel. Others 
tend to emulate the current mode 
rather than to aspire to a position of 
style leadership. Still others wish 
to emulate the current modes at 
lower prices. These three well-de- 
fined phases of the style cycle may 
be termed the stage of distinctive- 
ness, the stage of emulation, and the 
stage of economic emulation, and it 
is an obvious point that every retail 
store handling style merchandise 
must determine its position in the 
style cycle and merchandise accord- 
ingly. 

This principle applies with partic- 
ular force to the women’s shoe busi- 
ness, since the effort to attract pa- 
tronage from groups in which dif- 
ferent buying motives predominate 
not only results in an ineffective mix- 
ture of appeals, but also, in the case 
of shoes, because of the size prob- 
lem, it is likely to result in an ac- 
cumulation of odds and ends of 
broken lines through the endeavor to 
carry too many different styles. 
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This ferm is used in recapitulating 


There is one type of merchandis- 
ing frequently used in department 
stores that does not seem to be well 
adapted to the needs of the shoe de- 
partment, namely, the special sales 
event. 

The usual special sales event im- 
plies a special purchase specially 
priced for a quick turnover, with the 
aim of building up large sales vol- 
ume. This plan does not work ef- 
fectively in women’s shoe depart- 
ments, for the obvious reason that 
it results in a large number of 
broken lihes and accumulations of 
unsalable sizes. So far as the bu- 
reau has proceeded in this study, 
the most successful merchandising 
policy appears to be one of regular 
merchandising, with no_ special 
events other than semi-annual clear- 
ance sales. The sound general policy 
for a women’s shoe department is to 
seek profits primarily from careful 
control of stocks, control of mark- 
down, reduction of returns, and con- 
trol of expenses rather than from 
mere large volume of sales. 

In recent years simplification has 
been widely heralded as a means of 
reducing production costs in manu- 
facturing industries. The possibili- 
ties of applying this same principle 
to the field of merchandising, how- 
ever, have not been given the same 
attention, though its advantages in 
this field are of practically equal im- 
portance. 


HE first approach to simplifica- 

tion ordinarily is in cutting down 
the number of different retail prices 
at which goods are sold in a depart- 
ment. This step has the advantage 
of making it somewhat easier for 
customers to select merchandise, and 
in the case of shoes, it is of particu- 
lar importance because it permits an 
adequate range of styles and sizes to 
be offered at each price without in- 
curring danger of overstocking. 
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Form No. 2 


all sales by sizes. 
it on a yearly basis 


In one case the bureau found that 
a women’s shoe department had re- 
duced the number of retail prices 
from twenty to seven. In deciding 
on the particular retail prices to be 
retained, it is naturally desirable to 
have records of sales at the various 
prices in order to determine the best 
selling prices. 

In connection with simplification 
of price lines, a number of women’s 
shoe departments have found it es- 
sential to extend simplification also 
to the number of style lines. In one 
case, for instance, there were origi- 
nally over 400 style numbers carried 
in a women’s shoe department with 
net sales of somewhat over $500,000; 
and it was found that partly as a re- 
sult of this large number of styles 
10 percent of the merchandise in 
stock was over two years old, and 
25 to 30 percent was over one year 
old. The process of cutting out 
styles was necessarily gradual. The 
numbers to be discontinued were se- 
lected by a weekly analysis of the 
inventory sheets and those style 
numbers that seemed to be less popu- 
lar were not reordered. When the 
stocks of those numbers not re- 
ordered became badly broken in 
sizes, the remaining shoes were 
marked down and cleared out of the 
department. By this means a reduc- 
tion gradually was effected to 220 
style numbers. 

By means of applying a policy of 
simplification to the variety of retail 
prices and to the variety of style 
numbers it becomes possible for a 
women’s shoe department to offer an 
adequate range of sizes in each style 
carried without suffering from 
overstocks, broken lines, and ac- 
cumulation of end sizes. 

The process of simplification also 
may be carried somewhat farther in 
the matter:of sizes. It is not neces- 
sary or desirable that the same selec- 
tion of sizes be offered in each style 


In the case under discussion, the firm has chosen to put 


number. This means that a women’s 
shoe department needs some system- 
atic basis of determining the size re- 
quirements for various style and 
price lines. Such a basis can be fur- 
nished by a periodic recapitulation 
of sales by sizes for each last and for 
each style number. One means of 
securing such recapitulations is il- 
lustrated by Form No. 1. Data are 
entered daily on this form directly 
from sales slips. In the same store 
a complete recapitulation of all sales 
by sizes also has been found valua- 
ble. Such a recapitulation is shown 
on Form No. 2. 


N getting into this matter of stock 

records two words of warning 
appear to be necessary. First, while 
stock records are particularly valua- 
ble as a check-up, they must never 
be permitted to take the place of 
judgment. In other words, stock 
records are only a tool of manage- 
ment, and if they are not used in- 
telligently may be worse than use- 
less. The second warning is that a 
stock record system for a women’s 
shoe department needs to be specially 
adapted to the peculiar requirements 
of that department. A mere routine 
application to the women’s shoe de- 
partment of any general system of 
piece control that may be in use in 
other departments is not likely to be 
satisfactory. 

A common type of stock record for 
women’s shoe departments is based 
primarily on weekly size-ups of 
stock. Such a system ordinarily 
shows stock on hand by style num- 
bers and by sizes, also by prices and 
materials. 

In the use of a stock record system 
based on size-ups taken at regular 
intervals, some confusion may result 
because of returns and receipts, 
which make it difficult, for example, 
to compute sales by sizes, directly 
from the stock record. There is a 
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growing tendency, therefore, to se- 
cure from sales slips some of the 
data for the stock record system in 
a women’s shoe department rather 
than to depend solely on size-ups and 
order records. 

For instance, Form No. 3 illus- 
trates a type of stock record showing 
sales for each style number by sizes. 
The information appearing here is 
obtained in the first instance from 
Form No. 1 and originally from 
sales slips. With such a system as 
this, however, operated on a per- 
petual inventory basis, frequent size- 
ups need to be taken for checking 
purposes. 

The objection commonly is en- 
countered, of course, that the great 
rapidity of style change makes 
records of past performance in a 
woman’s shoe department of little 
value as a guide to the future. If 
the records are used as an aid to 
judgment rather than as-a substi- 
tute for judgment, this objection can 
be overcome. 

In connection with the planning 
of sales, purchases, and stocks, the 
seasonal variation in sales needs to 


be taken into account. For the six 
stones which this study so far has 
covered, there was a striking simi- 
larity in the seasonal movement of 
sales. This similarity makes the re- 
sults worth reporting, even though 
the number of stores was small. 
Sales for these six stores charged 
by months for 1924 show that on the 
basis of the average month’s sales 
as 100, the typical figure for Janu- 
ary was 103. From there the line 
dropped to 74 for February, rose to 
94 for March, continued on up to 
114 for April, moved off to 106 for 
May, went up to 124 for June, 
dropped sharply to 85 for July, con- 
tinued on down to 63 for August, 
the lowest point reached, rose to 92 
for September, continued up to 111 
for October, dropped to 99 for No- 
vember, and ascended sharply to the 
high point of 185 for December. 
The range of extremes thus was 
from the low point of 63 for August 
to the high point of 135 for De- 
cember. 

In the case of all six stores, the 
seasonal movement in each instance 
showed the same pattern of ups and 
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downs at almost exactly the same 
time, the differences being only in 
the severity of the fluctuations. 
Comparing this seasonal movement 
of sales in women’s shoe department 
with the seasonal fluctuations of de- 
partment store sales in all depart- 
ments as reported in Bulletin No. 53, 
Harvard Bureau of Business Re- 
search, for 1924, it was noted that 
department store sales in general 
reached a higher peak in December 
than did the sales in women’s shoe 
departments for the six stores 
studied, but that during the rest of 
the year the general sales figures 
showed less variation from the aver- 
age month than did the figures for 
women’s shoe departments. At one 
point the seasonal tendency in sales 
in shoe departments departed sharp- 
ly from the seasonal tendency for 
general department store sales; the 
curve for general sales turned down- 
ward at the end of May, whereas the 
curve for sales of women’s shoes 
turned upward at this point, turn- 
ing down, however, at the end of 
June. 
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Form No. 3 


A form of stock record which shows sales for each style by sizes 
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Types of fancy lace ends used 
to doll up new summer shoes 


Fancy Grains to Swell Volume 
of Summer Sales 


BROAD mid-summer movement 
A footwear through the use of 
printed and embossed leathers 

in every sort of grain, from imita- 


tion sharkskin to designs in ribbed 
silk, has been made possible by the 
assistance of the tanner. Gold lizard 
is a mythical animal that has ap- 
peared, in a grained leather whose 
mother was a docile prairie cow. 
There is no limit to the expression 
of design in leathers. 

To give a picture as to the extent 
of this movement towards fancy 
grains we show an outline of shoes, 
from the highest heel number worn 
in the gallery of a tennis match, to 
the thirteen-eight sport shoe that any 
girl might wear to almost any job. 

The trickiest thing in conjunction 
with this new sports movement is the 
lace end. We show ten fancy lace 
ends used to doll up the new shoes. 
The possible number is limited only 
by the ingenuity of the buyer in 
hunting or inventing metal, bone and 
mineral “dingbats’’ to put on the end 
of the lace. 

Never were more articles avail- 
able to the new mode of footwear in 
this “ankle age.” . 

Among new embossed grains on 
leather are these: 

Diamond grain, with facets, like 





those of a diamond, raised and pol- 
ished on a field of colors. 

Water moccasin grain, reproduc- 
ing the lines and colors of the grain 
of the beautiful but poisonous water 
snake. 

Green snake, gray snake, silver 
snake and so on. 

A peacock grain, presenting the 
colors as well as the design of the 
beautiful tail of the peacock. 

Shiny shark, also ivory shark, 
gold shark, and blue gray shark. 

Fancy ostrich, showing the feather 
holes as well as the grain. 

Silk grains, in moire lines, and 
iridescent colors, to radiate changed 
hues in changing lights. 

Besides, infant lizards (the tini- 
est reptile grain yet), vermont mar- 
ble, Scotch plaid, link, chain, glori- 
fied alligator, bark, cobra, leaf, and 
even a star grain presenting star- 
like figures in a cloud of colors. 


EATHERS aren’t what they used 

to be. The merchant who used 

to sell shoes of calf, kid and cowhide 

now sells shoes of a menagerie of 
leathers. 

Footwear expresses itself in colors 
as it moves along Main Street. It 
moves from the retail store. So the 
merchant should know something of 


the art of colors, in order that he 
may give the correct expression to 
footwear as it moves from his store. 

Colors are like music in many re- 
spects. All colors are good colors, 
just the same as all notes in music 
are good notes. But a color out of 
place makes a discord, just the same 
as does a note in music out of place. 


OLORS may be read up and 
down, like a scale of music, if 
one knows the fundamentals. Hence 
the shoe merchant, pondering over 
color complexes, will do well to study 
the fundamentals of the art of colors. 
Colors, like music, are emotional. 
Gay colors, such as now predominate, 
are joyous, like thoughts of spring. 
Browns, characteristic of the fall, 
are sombre, like the autumnal foli- 
age. Whites are cheerful, like sum- 
mer. 

Grays are neutral. They may be 
scaled up to good cheer, as, for in- 
stance, in a gray that glistens with 
an opal or a silver finish, or down to 
the dull gray of mourning. 

A tanner advertises that “85 per- 
cent of the novelties are made to 
please the eye.” It is color that first 
strikes the eye, and pleases or dis- 
pleases it. We shoe men talk of 
shoes to match hosiery, or to match 
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frocks; but color to please the eye 
is the major point. 

Colors enhance the looks of feet, 
adding to the beauty of pretty feet, 
and even covering up defects of feet 
that are not naturally beautiful. 

Skillful use of colors will change 
the lines of feet, even to making 
large feet look smaller, as well as 
making small feet look tiny. 

Colors, skillfully used, will em- 
phasize the graceful lines of insteps 
and ankles, and if such graceful 
lines are lacking, colors will serve as 
a substitute. 


VEN will colors draw the eye 

from an unhandsome face to the 
feet, and provide the charm of per- 
sonality which nature neglected. 

Shoe merchants are only scratch- 
ing the surface of the possibilities 
of the use of colors in footwear. The 
mission of the merchant, in this era 
of novelty footwear, is to learn about 
colors, and their uses. 

Colors are not guess work, nor 
even a cross word puzzle. They are 
scientific in their construction and 
application. Ask any artist. 

Colors begin with the primary 
colors—yellow, red and blue. With 
these, and whites and blacks (one 
being a blend of all colors and the 
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others a lack of color) a color man 
may construct any color that is de- 
sired, just the same as a composer 
can create jazz, jigs, ballads or sym- 
phonies, by use of his notes of music. 

But the harmonizing, blending or 
contrasting of colors is a matter of 
art, which refuses to follow any set 
rules, but is governed by the artistic 
instincts, as well as by the training 
of the man who is skilled in colors. 

A thousand and one examples of 
this art of color may be found 
among the multitude of novelty 
shoes. It is worth while to study 
these shoes, as they are unpacked in 
the store, to understand why some 
colors go together, why some “kick,” 
while others contrast in a fascinat- 
ing way. 

Instinct for colors is natural. 
Every person has an eye for colors, 
for there is no mortal who at some 
time or other has not paused to ad- 
mire a gorgeous sunset or a beauti- 
ful garden. 

It is on this natural instinct for 
colors that the present vogue of col- 
ored shoes is based. It is something 
new in footwear styling. Leading 
shoe merchants are already making 
the most of it, and there is yet more 
business to be won. 


Color Is Queen of Fashion 


OLOR is providing a greater 
stimulus to business in the ap- 


parel and allied industries this 
spring, than ever before in the his- 
tory of the trades. It is up to mer- 
chants to keep this vogue moving 
in the right direction. It is a mis- 
take, says no less an authority on 
color than Margaret Hayden Rorke, 
director of the Textile Color Card 
Association, for merchants in any 
line of apparel to push black. Color 
is in—it means a change of dress— 
it means more business all along the 
line. The shoe trade should foster 
this movement, no less than other 
industries. 

It is definitely established that in 


women’s apparel, the crayon colors, 
which include such hues as pale yel- 
low, dusty rose and the rosy sand 
and beige shades will be worn by 
the smart women. Pale green also 
has its place in these crayon shades, 
as have various tints of blue. Gray, 
which has had more of a run as a 
spring color than ever before, is still 
good, but latest advices from Paris 
indicate that it is waning to some 
extent in that fashion center. In 
this country, however, gray should 
be good until well along into the 
summer, 

The shoe merchant who has bought 
liberally of the parchment and beige 
shades in shoes has nothing to fear. 


Sditemieee deed 
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How to Write Small Ads That Will 


Pull Big 
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Volumes of Advice Boiled Down to 


N order to make advertising 
|»: the advertiser should devote 

just as much attention, care and 
intelligence in the preparation, 
medium selected and printing of his 
copy as he does to the business of 
buying, arranging, pricing and dis- 
playing his merchandise. 

The business card type of adver- 
tising has long been relegated to the 
ash-can. No longer will this an- 
nouncement style of publicity pull 
satisfactory returns. Advertising, 
Mr. Retail Shoe Merchant, fails 
often because you will not spend 
adequate time in studying the prob- 
lems of advertising. In order to 
know where your advertising is at 
fault, it is necessary for you to be- 
come familiar with the basic funda- 
mentals and ramifications of this art. 
By doing so you will be able to over- 
come defects in your copy, style and 
arrangement and at the same time 
reduce advertising expenditure, save 
time and avoid considerable trouble. 

Less than two per cent of the 
75,000 restaurants in this country 
do any advertising. And, accord- 
ingly, the percentage of failure and 
business turnover in the restaurant 
industry is higher than any recog- 
nized trade in the United States. If 
the restaurant industry will focus 
its attention on the problems of the 
relation between business failures, 
changes of management and lack of 
proper advertising, it will greatly 
benefit the trade and at the same 
time, the public, as the public finally 
must pay all the costs of failures 
and mismanagement. 


N this article, we shall confine 

ourselves to the preparation of 
small display ads for newspapers, to 
be written by the owners. or man- 
agers of retail shoe shops. By using 
small display space continuously, the 
cumulative effect is far greater than 
a few large splurges in the form of 
half-page or page ads. The con- 
stant appearance of your small ads 
can be likened to the constant toot- 
ing of an automobile horn. Which 





a Few Hundred Words 
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HIS is the first of a series 

of two articles on adver- 
tising preparation. The sec- 
ond, to appear in our next is- 
sue, will cover what style of 
type to use, what are the best 
positions on a newspaper page 
and what per cent. of gross 
profits to devote to adver- 
tising. 
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Here’s a one-column, three-inch 
ad which any newspaper can 
duplicate. All of them have cir- 
cular dots and plain rules. Head- 
line and signature are indicated 
at top and bottom of ad. Try cut- 
ting this out and pasting it on a 
real newspaper page. You can 
then see cleariy how it will look 


makes the greatest lasting impres- 
sion on you—continuous honking or 
a couple of extra loud toots? So it 
is with advertising: Continuous dis- 
play of small ads means a more 
noticeable noise than a few spas- 
modic blasts in the form of large 
ads. 

A recent newspaper advertising 
test demonstrated that a two-inch ad 
received as much attention as an- 
other ad measuring nine inches, both 


being column width. This result 
can often be obtained by featuring 
good copy, proper illustrations, and 
by paying careful attention to type 
and spacing. 

This same postulate would, of 
course, hold true with a three-inch 
ad and at the same time, it is ob- 
vious, one could include more copy, 
get across his, message better, and 
obtain a trifle more attention and 
pulling power—at only a slightly 
greater expense. 

This size ad lends itself admirably 
to all of the virtues of the larger ads 
at the same time not costing nearly 
as much. In three inches of space, 
you can include a snappy headline, 
easily twenty words of copy—enough 
to put across your message, and 
even a small attractive illustration, 
and have plenty of blank space to 
set off your ad. 


T would be wise for you to have 

a professional artist make two or 
three border-drawings for cuts. 
These can be used permanently. A 
special frame for your ads gives 
them distinction and adds greatly to 
their attention-getting power. A wide 
thick border is of course out of the 
question if it is to be used in three 
inches of column-width space. Any 
good artist can make an attractive 
border-drawing that will be espe- 
cially applicable to your particular 
style of business, 

If you do not want to go to this 
expense, many eye-inviting effects 
can be obtained by the use of 
straight lines. A ruler, a_ pencil, 
and a sheet of blank paper is all 
you need in order to make a border 
for your ad (which your printer can 
duplicate) that will be “heard above 
the confusion.” Many effective com- 
binations can be made by using dots, 
white space, squares, lines and tri- 
angles. Practically any straight- 


line arrangement can be duplicated 
by the printers on newspapers. 
With the proper kind of border 
and headline, a small display ad will 
make 


itself noticed even on a 
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crowded newspaper page. The aver- 
age newspaper column is a trifle 
wider than two inches. Draw a 
“box” three inches long and a col- 
umn wide. Inside each corner of 
the border make a heavy round dot 
about a tenth of an inch wide, leav- 
ing a tenth of an inch of space on 
all sides of the dot. Now look in 
the evening paper and you will not 
find a single. ad with this border. 
Another most effective border can 
be made by placing your heading of 
two or three words in the upper ex- 
treme left hand corner of your space, 
using up not more than two-thirds 
the width of the column with bold 
faced words. Draw a straight line 
from the center of your head to the 
extreme right of the column. Now 
draw a line down the length of your 
three inch space, another line across 
the width and the remaining portion 
of the border up to an eighth of an 
inch of your head. This type of 
border is unusually effective. Many 
more attractive arrangements can be 
made by spending just a little time 
and effort. Also try an inside panel 
arrangement. This will of necessity 
cut down the number of words that 
can be used in the body of your ad. 
An inside panel and an outside bor- 
der will act as a “picture-frame” 
for your copy. Try this out. 
Iliustrations should be small, very 
distinct and descriptive. Any pro- 
fessional artist can make you a suit- 
able drawing to illustrate your ad 
properly. There is no doubting the 
pulling power of a pleasing illustra- 
tion. Involuntary attention can be 
captured by art or type or both de- 
picting action, contrast, personal in- 
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Two shoes in one small ad—yet 
how clearly they stand out. There 
isn’t room, of course, for much 
general talk—just a description 
of the shoes plus price - 
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An advertisement made up of 

type and plain rules which every 

printer has ready for use. It 

could be used for a general talk 

on your service or some kindred 
subject 


terest, appeal to curiosity and to the 
five senses through the eye. 

An eye-teasing, curiosity-appeal- 
ing, snappy headline is a vital neces- 
sity if you want your ad to bring 
results. An attractive headline lures 
the reader on to peruse the rest of 
your message. It acts as an intro- 
duction and plays as important a 
part in the advertising scheme as 
does the exterior beautification of 
any article of merchandise for sale. 
In figuring out your headlines, fea- 
ture the most distinctive point of 
merit of your product or phase of 
your business. 

Your “attention-getter” should 
never occupy over three lines of 
space—two lines is best. This max- 
imum does not include lines of blank 
space in between the head. This 
head should be short, interesting, 
odd, unique and/or snappy. Be sure 
to logically tie up your display line 
of “caps” to the text. There is no 
advantage in a “scarehead’” that 
does not directly bear on your mes- 
sage. 

In the first place, we take for 
granted that you have something to 
sell that people want and need. Since 
this is a fact, in order to get more 
business, it resolves itself into the 
problem of letting more people know 
about what you have that they want 
and need. In preparing copy, keep 
in mind the “whys” and “where- 
fores.” WHY should the reader re- 
spond to your message—is the ap- 
peal there? WHY should he read it 
—is your ad enticingly prepared? 
WHY should he go to your establish- 
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ment in order to obtain what you 
are advertising? Your goal in pre- 
paring good advertising copy is to 
draw instant favorable attention 
from your readers, drive your mes- 
sage home when attention is gained, 
and tell your story is as few words 
as possible, thereby making for ut- 
most efficiency and economy. 

Generally speaking, use no more 
than twenty words of copy to the 
column inch with an illustration and 
no more than thirty to the inch 
without an illustration. The fewer 
number of words used to properly 
get your message over, the greater 
will be its appeal. 

Even crudely prepared copy will 
bring immediate and gratifying re- 
sults if the copy is intensely inter- 
esting, human and original. Here 
is an example that a highly success- 
ful furniture store used: “I’M AN- 
OTHER CAT,” cried brother. It 
was down on the farm back in ’92, 
my parents got hold of a few pounds 
of sugar and made blackberry jam 
for the preacher who was due the 
following Sunday. I woke up in 
the night craving jam—felt like I 
couldn’t live without a taste. So I 
got up, slipped into father’s room, 
into the closet and “jammed up.” In 
doing so, I made a noise. Father 
raised up in bed and demanded to 
know who was there. I mewed like 
a cat and he hollered, “Scat out of 
here,” turned over and went back 
to sleep. I went back to the loft 
and told brother. And as he, too, 
was craving jam, he tried his luck. 
He turned over a chair and when 
father demanded to know who was 





















































Use this idea when you want to 

show a shoe and want, also, to 

say something about your store 

or your service. Always better 
to give price 
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there, brother said: “I’m another 
cat.” Dad jumped out of bed and 
liked to have beat poor brother to 
death with a boot-jack. 

The moral the furniture merchant 
brought out in the sequel was that 
it did not pay to imitate. The idea 
was for the reader not to buy cheap 
imitation furniture and equipment 
but to buy the best and the stand- 
ard from him. 

New advertisers often make the 
mistake of rushing off their new- 
born copy to the printer while the 
excitement of creation is upon them. 
Later when they see the ad in print, 
many of its glaring faults stare out 
at them and they wish ardently that 
they could withdraw the ad—but too 
late. The many disadvantages aris- 
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ing out of this difficult situation 
should be apparent. A good thing to 
do is to get a file card for ready ref- 
erence and write down these ques- 
tions which you should ask yourself 
upon the completion of your copy: 

1. Is my border attractive? 2. Is 
my headline an attention-getter? 
3. Is my copy sincere enough that 
people will believe? 4. Does my 
copy appeal to the special group I 
have in mind? 5. Have I been con- 
servative? 6, Are my phrases orig- 
inal? 7. Is my language “easy to 
read” and follow? 8. Have I a dom- 
inant buying motive? 9. Does the 
style of type, spacing, and wording 
conform to the ethics of my busi- 
ness? 10. Is my phraseology clear, 
interesting and to the point? 
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The effectiveness of your ad’s ap- 
peal does not depend upon the size 
of space or the amount of art work 
you use. It can be definitely meas- 
ured by ascertaining whether you 
can say a positive “Yes” to the above 
listed questions. 

Do not forget your psychology. 
Remember that positive suggestions 
impart some idea that arouses some 
other idea or thought directly con- 
nected with the original. It is the 
first link in the chain of associated 
ideas. 

Suggest by copy and illustration 
what pleasure one receives by using 
your product. Get over a positive 
thought rather than just an explana- 
tion of the kind of shoes you have 
to offer, 


Building Durability into the 
Summer- Weight Oxford 


from the fact that in one of aur big 
city stores which does an extensive 
summerweight trade last year not a 
single pair was returned for ad- 
justment. 

This dealer, when he sold a man 
a pair of the lighter shoes called 
his attention to the fact that the 
shoe he was buying was made with 
a lighter upper and a lighter sole 
and consequently would not give 
the same degree of wear as a heav- 
ier shoe, but that the comfort he 
would enjoy while wearing the 


[CONTINUED FROM PAGE 43] 


lighter shoe would make up for the 
slight difference in wear. If these 
shoes are merchandised in this way 
I have no doubt that they will be a 
tremendous success, both for the 
manufacturer and the retailer. 

If a man purchases summer- 
weight shoes this spring they will 
be pretty well worn when fall ar- 
rives and he will be forced to buy 
his fall shoes earlier. I believe 
that there is even a possibility for 
a lightweight dress shoe for fall and 
winter. After a man has worn his 


heavy tan business shoes all day 
let him change to his lighter dress 
shoes in the evening and enjoy the 
change. 

The black shoe, after 6 o’clock, 
is rapidly coming into its own. It 
is my opinion, however, that there 
is room for more cooperation be- 
tween manufacturer and retailer in 
impressing this message upon men 
to the extent that there will actual- 
ly be the feeling that a tan shoe is 
inappropriate for wear in the 
evening. 





High Tribute Is Paid to 
Harry I. Thayer 


Members of Congress, State offi- 
cials, business associates and fellow 
members of the shoe and leather 
industry attended the funeral ser- 
vices held for Congressman Harry 
I. Thayer on Saturday, March 13. 
These were held at his home in 
Wakefield, Mass., at 3 p. m. News 
of Mr. Thayer’s death, which oc- 
curred March 10, was given in last 
week’s issue. 

At the time of his passing, Mr. 
Thayer was a member of the Sixty- 
ninth Congress, representing the 
Eighth Massachusetts District, and 
back of his service in this high pub- 
lic position is a long and inspiring 
story of active and unremitting busi- 
ness application, coupled with patri- 


Harry I. Thayer 


otic work in behalf of his country 
and constant cooperation in educa- 


tional and philanthropic endeavor. 

A self-made captain of industry, 
Mr. Thayer not only achieved 
marked commercial success, but 
came to occupy a commanding posi- 
tion in the American tanning indus- 
try and was looked up to by all as 
an outstanding trade leader. His 
friends, one and all, rejoiced when 
the self-sacrificing work of this 
genial, lovable man in behalf of 
trade and public was signally recog- 
nized by his recent election to Con- 
gress. 

Through his election as president 
of the Tanners’ Council of America 
in 1920-21, Mr. Thayer was given 
the highest possible compliment by 
his business associates. 

Congress adjourned March 11, fol- 
lowing receipt at Washington of the 
news of his death. 
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President Greenwood referred to 
the B. R. S. 7 oe as an alarm 
cloc 


66 REATER Shoe Conscious- 
( ness” on the part of the 
public was the keynote of 
the Boston Retail Shoe Salesmen’s 
recently held “Manufacturers’ 
Night.” This was the first time in 
the history of the industry that a 
group of shoe store salesmen enter- 
tained a group of shoe manufac- 
turers, tanners, and other members 
of the allied trades. The idea was 
unique and the meeting was inter- 
esting. 

The affair was made gay with 
brightly colored caps and favors. 
President N. Greenwood was the 
toastmaster. Around the festive 
board gathered a shoe trade family 
of about 200. After the dinner the 
“council fires were lighted” and be- 
tween smokes “the elders” in the 
party spoke wisely to the effect that 
the retail shoe salesman was a very 
strong link in scientific shoe dis- 
tribution. And, moreover, that all 
plans on the part of the manufac- 
turers for greater shoe conscious- 
ness should include the retail shoe 
salesmen. 

President Greenwood reviewed 
the activities of the association in 


The Retail Shoe Salesman 


Let’s Get More Shoes Sold Right Through Learning How to Do It! 
Advancement Through “Know-How” 
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For Greater Shoe Consciousness, 


“Wake Up” Store Salesmen 


its decade and two years of exist- 
ence. He referred to it as an 
“alarm clock”—something to wake 
up the salesmen to a keener sense 
of duty, hard work and cooperation 
with the merchants. He stated that 
the Association had been a good 
school of training—that many of its 
members had. graduated as - mer- 
chandise men and retail shoe mer- 
chants; that the retail shoe mer- 
chants of Boston and the other 
branches of the industry had long 
ago recognized that they: had re- 
ceived 100 per cent cooperation from 
the membership of the Boston Re- 
tail Shoe Salesmen’s Association. 














Secretary T. F. Anderson of N. E. 
S. & L. A. would make all men 
change to a weights, May 


“Great Thoughts on High Wave 
Lengths” 

It has long been the cherished and 

altruistic idea of the leaders in the 


Boston Retail Shoe Salesmen’s As- 
sociation to form a National Shoe 
Salesmen’s Association. The Bos- 
ton Association has already received 
strong endorsements from the N. 8. 
R. A. and the National Boot and 
Shoe Manufacturers’ Association; 
President Greenwood went to the 
Chicago convention with the Na- 
tional plank squarely “nailed down” 
in his platform speech. He reiter- 
ated at the recent méeting what he 
said at Chicago—that the Boston 
merchants looked to the Retail Shoe 
Salesmen’s Association for the en- 
dorsement of salesmen applying for 
positions; that other responsible 
groups of retail salesmen in other 
cities of the country could be found 
who would help to solve the mer- 
chants’ employee turnover proposi- 
tion and selling problems. 


Push Summer Weights for Men 


The National Shoe Retailers’ As- 
sociation was represented by Vice- 
President Irving B. Howe. Presi- 
dent John J. Baird sent a congratu- 
latory message from Columbus; 
President John McKeown of the N. 
B. and S. M. A. did likewise. Thomas 
F. Anderson, Secretary of the New 
England Shoe and Leather Associa- 
tion, represented President Alfred 
W. Donovan, who at the time was in 
Florida. Secretary Anderson as a 
feature of his greater shoe con- 
sciousness talk urged the salesmen 
to cooperate with the manufac- 
turers in the current movement for 





Around the Festive Board—The Boston Retail Shoe Salesmen Enter- 
tain the manufacturers and merchants 
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Elmer Bliss, president of Regal 


Shoe Co., sa or correct fitting 


both feet should always be meas- 
ured 


the popularizing of summer-weight 
shoes for men. He urged also close 
cooperation among the different 
branches of the allied shoe and 
leather industries through associa- 
tion work. 

Cecil Q. Adams of the Bristol 
Patent Leather Co., introduced as 
“the Will Rogers of the Tanning In- 
dustry,” gave an entertaining after- 
dinner talk in which he suggested to 
the retail shoe salesmen that they 
can find real interest and pleasure 
in a study of the countries and the 
peoples from which hides and skins 
originate. 


A Good Business Code 


Hon. E. T. Wright of E. T. 
Wright & Co., member of the Gov- 
ernor’s Council and “dean” of Mas- 
sachusetts shoe manufacturers, cele- 
brated at the B. R. S. S. A. dinner 
his fiftieth anniversary as a shoe 
manufacturer. It was sixty years 
ago on March 1 that he started to 
peg shoes in one of the little shoe 
shops that dotted the New England 
countryside in the 1860’s. “Mr. 
Wright reminisced interestingly 
about the old days. 

George B. Hendrick, salesmanager 
for the W. L. Douglas Shoe Co., 


The March Prize Problem Will Bring 
$10.00 to Some Retail Sales Person 


fo dollars in prizes for 
the best thinkers. 

Ten dollars for the best answer 
to the current problem. 

Five dollars to the second best. 

The ideas in your letter on the 
subject are what win. Poor com- 
position and bad spelling are sec- 
ondary considerations. 

THIS ONE IS EASY—TRY IT 
—YES? 

Should retail shoe sales people 
be licensed? 

Now “put on your thinking 
caps” and let us have your 
thoughts on the subject. 

A “tip” to help you in helping 
to solve this problem is— 

“Ours is a fitting craft—its im- 
portance as such dominates. A 
doctor who bungles a surgical op- 
eration may be prosecuted for 
malpractice. A dentist may be 
held responsible for errors in his 
work—even a. veterinary must 
have a license to practice on ani- 
mals. 


WHO WOULD CRIPPLE A 
CHILD? 
But almost any person may set 
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himself up as a shoe fitter. Worst 
of all, the greatest offender 
against the helpless is that one 
who misfits the feet of a child. 
Grown-ups may accept wrongly 
fitted shoes, or insist upon having 
shoes totally unsuited to their 
feet, but a child is defenseless 
against the malpractor in shoe 
fitting. 


SHOULD RETAIL SHOE SALES 
PEOPLE BE LICENSED? 


Now take out your pencils and 
papers and write down your 
“WHYS AND WHEREFORES” 
to the problem—‘“Should retail 
sales poeple be licensed?” 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN APRIL 2. 

Winners will be announced in 
this department April 17. Only 
men and women actually engaged 
in selling shoes and hosiery at re- 
tail are eligible to enter this con- 
test. 











stated that the people who have been 
promoting the idea of greater shoe 
consciousness have been told pretty 
clearly by Brockton manufacturers 
that any movement to awaken a 
greater shoe consciousness which 
does not include the retail shoe mer- 
chants and retail shoe salesmen will 
not be a success. 


“Measure Both Feet in Fitting” 


Elmer C. Bliss, President of the 
Regal Shoe Co., talked the impor- 
tance of shoe stock and fitting sys- 
tems. He said that the most im- 














T. A. Delany, N. S. T. A. secre- 

tary, “set off the fireworks” while 

he told all ne salesman “stood 
or” 











Cecil Q. Adams, chairman of Tan- 
ners’ Council Board, told of the 
production of — in foreign 


portant point in fitting is to get 
correst size and width and that both 
feet should be measured. He ad- 
vised racking all shoes of a size to- 
gether—dividing them into low and 
high, and instead of putting colored 
shoes on one side and patent leather 
on another (and so on) to put all of 
a size together. 

It was also brought out very 
strongly during the discussions that 
A POOR SHOE WELL FITTED 
GIVES BETTER SERVICE AND 
SATISFACTION TO THE CUS- 
TOMER THAN A GOOD SHOE 
IMPROPERLY FITTED. 














“Pop” Wright prefaced his remi- 
niscences with a funny story 
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HE store opened at 9 o’clock. 
Every one of its 12 salesmen 
was working on stock. I was 

nearest to the door. At about 9.15, 
a woman customer entered. I ap- 
proached her in a courteous manner 
and said—“Good morning, madam— 
May I help you?” 

“Yes,” replied the .woman. “I 
want a comfortable walking shoe.” 

“Please be seated,” said I. I then 
removed her shoes and measured 
each foot. 

“What size do I wear?” said the 
lady. 

Her correct size was 7B. 
swered her question truthfully. 

“You’re crazy,” replied she. “I 
wear a size 51% or 6, at the most.” 

“Yes, madam,” I replied, “I am 
‘crazy’ about satisfying my cus- 
tomers. I want to give them com- 
fortable fitting shoes—and these are 
what you asked me for, I think. You 
cannot get comfort if you are merely 
going by numbers as so many figures 














I an- 

































t and letters—these figures and letters 

h must represent the size that best 

- conforms to your feet—so that your 

- feet will feel comfortable and at the 

d same time look well. 

: He Was a “1, 2, 3,” Salesman 

f “The last salesman who sold me 
these shoes I have on,” said the 

y lady, “fitted me to a size 6. He 

t told me that size 6 was my size. And 

) I'll say that these shoes are very 

) comfortable.” 

- “That’s just it,” replied I. “Madam 


these shoes are comfortable, but in 
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Making a Satisfied Customer a Real 
Action Shoe Selling Episode 
in Two Chapters 


By James J. Domegan, an Expert Retail Shoe Salesman of 
“The Hub” 


width, only—not in length. He over- 
looked a very important point in not 
giving you the length that your feet 
require. He is what one might call 
a ‘1, 2, 3,’ salesman. He was not 
interested in giving you comfort, 
but in selling you a shoe, by size, 
even if that size made your shoe too 
short. 

“Of course, you can wear a short 
shoe for a number of years—you 
will first notice a slight pressure, 
only, on your large toe. This pres- 
sure will not bother you greatly in 


’ the beginning—but as time goes on, 


as your foot works forward into the 
shoe, you will begin to feel the pain 
all over your body. If you persist 
in wearing short shoes, these pains 
will increase—the joints of your 
feet will enlarge to the extent of 
producing calluses and other foot 
troubles—and troubles of feet will 
not be the only ones—the greatest 
damage will be to your entire sys- 
tem. 


Give Good Fitting, First 


“For instance—If you were to 
stand underneath a slight dripping 
of water—the water constantly 
striking the center of your head— 
this would not bother you for a long 
time, the pressure being so slight, 
but after a few weeks, this pressure 
would almost drive you crazy—or 
kill you. Now this same principle 
applies to the foot when encased in 
a shoe that is too short—In a few 
years, your feet would be rendered 
absolutely useless to you. I am very 




















Retail shoe salesmen are moving 
faster 


frank with all my customers. J am 
interested chiefly in giving them 
comfort. If a shoe is well fitted, so 
that the foot feels comfortable in the 
shoe, the style will take care of itself. 
A shoe fitted improperly, with style 
and a certain given size, the only 
considerations, will never be enjoyed 
by its wearer.” 

“Well, I guess you are right, young 
man,” replied the lady. “It’s com- 
fort I surely want. I never had these 
points explained to me before. But 
now I know why I became so tired 
when I walked a short distance— 
they were not long enough, were 
they ?” 

(To be continued in April 17 
RETAIL SHOE SALESMAN). 


Fred Small Defines “Hoboes” 


Fred W. Small, buyer of the Gil- 
christ shoe departments and one of 
the good merchant boosters of the 
B. R. S. S. A., wittily defines 
America’s leisure class, relating El- 
bert Hybbard’s conversation with 
an Englishman. The latter had 
said, “Ah, yes, but the great trouble 
with America is that you have no 
leisure class,” to which Mr. Hub- 
bard replied that he had been misin- 
formed—that America did have a 
great leisure class, and that they 
were called “hoboes.” 





















George B. Hendrick, sales man- 
ager, emphasized the importance 
of including the retail salesman in 
all “plots” to wake up customers 

















Henry Hagan of Boston warned 
salesmen that the chain stores 


would get them if they don’t 
watch out 








Fred Small, shoe buyer of Gil-- 

christ’s, Boston, explained differ- 

ence between leisure class in Eng- 
land and America 
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Secretary Daley of B. R. S. S. A. 

has observed that people wear 

their shoes over markedly on 
outer edge 








Have a Laugh or Two 
(If you know a good one, send it in) 


One shoe salesman met another one 
in Thompson’s restaurant. 

“What’s the matter, Bill? You 
are eating only crackers and milk. 
Are you on a diet?” 

“No, on commission.” 

—The Harrisonian. 


Lives of football men remind us 
That we too can push and shove, 
And departing leave behind us 
Hoof prints on another’s mug. 
—U. S. Rubber News. 


Charge of the Bargain Basement! 


Half an inch, half an inch, half 
an inch onward! Nearer the bargain 
counter, moved the six hundred. 
Theirs not to reason why, theirs but 
to have a try, misfits galore to buy— 
Patient six hundred! 





How Kornmann Climbed 
“Over the Top” 


BALTIMORE, Mp.—Edward S. 
Kornmann is assistant manager of 
the Walk-Over shoe store in this 
city. He started on his business 
career at the foot of the ladder and 
through hard work and conscien- 
tious service worked him way up to 
the top. A brief mention of the 
many meritorious things which he 
has done is surely in order and 
should serve as an inspiration to 
other salesmen. 

In August, 1909, Edward S. Korn- 
mann started with the Werner Shoe 
Co. of Baltimore as a bundle boy. 
At that time Frank Werner owned 
and operated the Walk-Over Boot 
Shop. In less than five months Mr. 
Kornmann was placed in charge of 
the stock room and served as an 
extra salesman. Early in the fall 
of 1910 Mr. Kornmann was made a 


salesman, geting much of his shoe 
experience from Mr. Werner, who is 
acknowledged to be one of the most 
thorough shoe men in the United 
States. 

Time passed on and Mr. Korn- 
mann kept moving up the line in the 
shoe business, later taking on the 
forming and creasing of shoes for 
window display and taking a course 
in retail shoe salesmanship. 


A World War “Vet” 


In 1916 Mr. Kornmann answered 
the call of his country. He later 
left for France, where he served on 
three battle fronts as sergeant. Mr. 
Kornmann was discharged from the 
service on June 2, 1919, and at once 
returned to the Walk-Over shoe 
store, 104 West Lexington Street. 
In December, 1923, Mr. Kornmann 
went on the road as a rubber foot- 
wear salesman, later handling 
women’s novelty footwear. 

On Oct. 12, 1925, he again re- 
turned to the Walk-Over shoe store, 
and when D. A. Evans left on Feb. 
13 to manage a store in St. Peters- 
burg, Fla., Mr. Kornmann was made 
assistant manager of the Baltimore 
Walk-Over shoe store under George 
N. Scherer. 


How I Sell Shoes for the 
Occasion 


February Problem Prize Winners are 
W. R. Hawk of Newport News, 
Va., and Victor J. Marks, 
Danville, Pa. 


The two prize articles to the 
February problem—‘How Would 
You Sell a Shoe to a Customer for 
the Occasion?’”—were both so good 
that it required very careful reading 
to judge which was the better. The 
first prize of $10 is awarded to W. 
R. Hawk, retail salesman in the 
shoe department of Nachman’s De- 
partment Store, Newport News, Va., 
for the reason that he evidently had 
harder work to convince his cus- 
tomer than the winner of the sec- 
ond prize of $5, Victor J. Marks of 
Danville, Pa. 

Honorable mention is awarded to 
Douglas G. Chandler of Meyer’s shoe 
department, Greensboro, N. C. (the 
winner of a former RECORDER prize 
problem; also to Miss Esther Laz- 
arus of Sol Nachman’s shoe depart- 
ment, Newport News, Va. 


She Asked for Blonde Kid 


Mr. Hawk wrote as follows: “A 
woman came in and asked to be 
fitted to a pair of blonde kid pumps 
with high Spanish heels. I fitted 
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her correctly, asking her in an in- 
telligent and polite manner while 
doing so if she would object to tell- 
ing me for what occasion she in- 
tended to use these shoes and what 
kind of a gown she would wear with 
these shoes. She explained that she 
had just purchased a tailored dress 
on the third floor and wanted these 
slippers to wear with that on shop- 
ping trips; also for practical street 
wear. 


Salesman Suggests Patent, Also 


“TI suggested that for this occasion 
she should wear a patent leather 
pump with medium heel, for the 
reason that it would be more com- 
fortable and would, moreover, be the 
proper fashionable footwear to cor- 
respond with her new gown. ‘But, 
said the customer, ‘all the girls are 
wearing blonde slippers.’ 

"Yes, they may be,’ I replied, ‘but 
unless footwear is worn for the 
proper occasion and unless it corre- 
sponds with the costume, it will be 
considered bad taste by the best 
dressers. Blonde slippers are too 
light and airy looking with a dark 
tailored dress, and high heels will 
be very uncomfortable on shopping 
expeditions. Your dress is not 
heavy enough to wear oxfords, so 
the proper footwear would be patent 
pumps.’ 

“The lady admitted that my sug- 
gestions were good and told me to 
fit her in patent pumps. I then 
brought back the blonde pumps that 
I had fitted her to at first and sug- 
gested that she wear these in the 
afternoon with her lighter colored, 
dressier gowns—perhaps in a new 
one for spring. I told her that these 
blonde shades in shoes were made 
to harmonize with the new, light 
shades in the spring gowns. After 
some hesitation the lady finally de- 
cided that she would take the blonde 
pumps, also. 

















“In 1881,” said Mr. Damon, vet- 

eran shoe salesman, “the difficulty 

about fitting vie in finding the 
eet” 
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We ta the Luxor Line. 


LUXOR PATENT 


embodies these features :— 
. Successful working through the factory. 


= if “4S another of the fine leathers in 


1 
2. Beautiful lustre. 
3. Deep rich black. 
4. Fine grain. 
Specify it in your orders with full 
assurance of its quality and customer 


satisfying features. 
Samples on request. 














Quality Patent Leather 


We believe as do the successful shoe mer- 
chants who care something about building a 
worth while reputation, that— 


All who buy good leather are build- 
ing a shoe business that will. live 
and grow. 

Quality leather is the foundation of 
a quality shoe. 
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FOR STEADY 
SELLING 


Patents are sure to be a 
big seller, in the better 
stores, in the quality 
grades of footwear for the 
particular or conservative 
woman who will want re- 
lief from the riot of colors. 


A Rich Luxor Patent 


Pump with cut steel buckle is 
the “class” of style for after- 
noon, evening party wear, and 
a patent Luxor oxford or pump 
slipper with trim of parchment 
or sauterne for morning or 


shopping wear. 
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DrScholl's 


, The biggest, broadest and most intensive 
program in the history of this institution! 


Embracing practically every newspaper and magazine published in America! 


The enormous impetus which the already heavy and steady sale of Dr. Scholl’s Zino- 
pads will receive through our big 1926 newspaper and magazine advertising cam- 
paign, is destined to shatter all records of selling in Corn Remedies. 


It is not so much the continuous and ever-increasing volume of our advertising that 
has given Dr. Scholl’s Zino-pads its commanding dominance, as it is the element of 
merit which the Zino-pad user recognizes in this scientific, sensible and revolution- 
ary method of treating corns. 


What the public was quick to discover in Dr. Scholl’s Zino-pads was that this Rem- 
edy not only gave the desired immediate relief, but at the same time removed the 
cause of corns—pressing and rubbing of shoes—and absolutely prevented them from 
coming back again, by stopping them before they had time to start. 


And today this message is being told and re-told in every city and town throughout the 
length and breadth of the land,through the agency of the newspaper and the magazine. 


ee, 


sacak 














Make this Test—FREE (use coupon) 
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back — poses Bo remedies do ot of the shoe ts com a ad Pal 
cause p= cause—Trabbing and pressing A new cor can’t come rh rete move J tine sey 
hoes. Until the cause is stopped, old one was, because Dr. no of mapa =presing or = 
of s ill persist s stops it defore it can sets -_ “ pe dr reve 
corns W' Aye Poon method, that works ‘ade in three sizes for Corns, 4" > [ Dr. Schotrs bey oe 
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Over 50,000,000 people are reached 
monthly alone in the 72 magazines 


N i: 2 4 used in this campaign. 











pat's bow gi of :. § 8,000 ads are being used each month 
—s in the 500 leading newspapers in the 
esskng oF emt country. 


thin, medicated, anti- 


healing. At all drug- 





by re- The Scholl Mfg. Co., Chicage 


holl's 





Large display ads appear regularly each 
week in the Rotogravure and maga- 
ads zine sections of the leading big Sunday 


OT ene eee newspapers which issue such sections. 





icholl’s Zino-pads are thin 
ted, antiseptic, Protective, 
- Get them at your druggist’s 


"s—35¢c. per package. 
. write Scholt 
W. Seniner Se. Chiceans 7) 


Scholls 
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Through this widespread, intensive ana penetrating advertising 
campaign, practically everybody in your community is being told 
the story about Dr. Scholl’s Zino-pads. And you have only to talk 
Zino-pads to your customers and to display them in your win- 
dows to get the benefit of the greatly increased sales which this - 
advertising is generating. 

Above all, do not overlook the possibilities of selling Dr. Scholl’s 
Zino-pads as a preventive against the discomfort of “oreaking 
in” new shoes. Remember, wherever a shoe presses or rubs, 
wherever it feels uncomfortable, Dr. Scholl’s Zino-pads will 
overcome it, and make new shoes feel as comfortable as old ones. 


If you wish to make a special window display of Dr. Scholl’s 
Zino-pads, write us and you will receive the most beautiful and 
most striking display material of its kind we ever produced. 


THE SCHOLL MFG. CO. 





Largest Manufacturers of Foot Specialties in the World 





213 W. Schiller St. 


62 West 14th Street 112 Adelaide St, E. 
NFW YORK TORONTO 
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The Advertising 
‘a of Armstrong a 
@ ® 


Shoes 
A Good Housekeeping A 
a The Leaders @ 
A Among the women of your community A) 


By ‘The Leaders” 
women who have come to be recog- 
nized among their neighbors, among 
their associates, in their clubs and in 


we mean those 


society as authoritative in matters of 


dress, etc. 


What they do, other women do; what 
they wear, other women copy. 


Investigation has shown that more 
than half of Good Housekeeping’s cir- 
- culation is among the wives of Execu- 
tives, Professional Men and Mer- 


chants. 


We are reaching just the Quality 
Trade you like to cater to and are 
_ constantly, referring inquiries to Arm- 
strong Dealers. 


If interested write or wire for sample 
line of latest styles. 


D. Armstrong & Co., Inc. 
155 Exchange St. —— N. Y. 


.AABAD 
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WE ALWAYS HAVE HAD 
A SUMMER— and it 


isn’t far away now! 


Think. what your sum- 
mer’s business will be 
if carefully cultivated. 
Murphy - made shoes 
are just what you 
need to boost the 
summer sales. 


$9.85 


No. 340 


No. 340—Golden Tan Bal Oxford, Oak Sore, Turk Last, Semi 
Soft Toe, Goodyear Welt...............5¢ g 0 00s S% $2.85 
No. 341—Same as 340, Black 


THIS IS AN IN-STOCK YEAR 


No. 334 


MOCCASIN OXFORD 


Cut from soft, heavy tan Elk, 
Uskide Sole, Goodyear welt 
around heel. Made on wide, 
roomy hiker last. 


No. 334—Men’'s Golden Brown Moccasin Type Oxford, Un- 
lined, Uskide Sole, Welted Heel, Comb last, 6-11... .$3.00 
No. 434—Boys’, 214-6 
No. 435—Youths’, 11-2 


J. D. MURPHY SHOE CO. 


NATICK, MASS. 
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An Innovation In Turns— 
With 14 Vital Features Which 
Help Them Sell and Serve 


“14 POINT SHOES” Are Corrective Arch Sup- 
port Shoes Made by the Old Fashioned Genuine 
Bench Made Hand Turned Process 






















Here’s a “close-up” of the next four Points 







Point No. 5. Heel bases 
solid leather, with 
lift for comfort. 


Point No. 6. The soles used in “14 POINT SHOES” are care- 
fully selected from the famous “Greenbrier” tannage; are extra 
heavy in weight, and are very flexible. Specially tanned for turn 
shoes. 


constructed of lifts of 
“Goodyear” rubber top- 












Three way combination last of 
modified orthopedic design. 





Snug fitting ankle, heel, and arch. 





Point No.7. Top grades 
are cut into these shoes. 
plumpness for service, 


only of “Surpass” Kid 
Selections are made for 
and softness for ease. 


Sole leather shank with riveted 
steel arch support. 


kid 


Point No. 8. Quarter linings, too, are of genuine kidskin, which 
match the rest of the shoe for wear. 


Right and Left “long inside” sole 
leather counter. 


Solid lift leather heel base with 


Women needing corrective shoes should be fitted correctly. We carry 14 rubber top lift. 


Point Shoes in widths for proper fitting. Orders for one width only are not 
solicited on these shoes. 


A trial will convince you that there is satisfaction and profit to be derived 
frem merchandising 14 Point Shoes. 


i 9 


11 Iron best quality fine soles. 


Best quality prime upper leather. 


Champagne colored kid heel lining. 


Champagne colored kid cushion in- 
sole. 








vo om Cul Out Strap. . a a a No, s0t--Top Goats, Ki Kid {4 Petes 10 Double twill vamp lining. “Shoes 

batters which so Hay a t will hold their shape.” 

features of am oxford "Re Sa 4-8; B, 3-8; C&D, 2! i Nes 

249. * “In-Stock nec scanme A box toe that will not soften from 
PRICE, $4.00 PRICE, $4.00 I] perspiration or water. 


(AA width made to order) 





Hand lasted tight to the wood. 


as 
hw 










Turned by hand. 


weet 
WW 


ALL LEATHER. Nothing takes 
its place. 











in addition to 14 Point Shoes, we carry In-Stock thirty 
styles in “‘Kush-in-esE” hand turned semi-dress and comfort shoes. 


VAUGHAN = TOWL 


COMPANY 


We desire your patronage, good will and confidence. In return we 
LYNN pledge dependable service, high grade merchandise, and honest value. MASS. 
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e/ATIN SHOES 


Everywhere you see them—shoes 
of lustrous satin. Paris proclaimed 
them the smartest of the season— 
and America took them to her 
heart! In matching shades for the 
evening gown, or in more sombre 
tones for the street, they appear in 
increasing numbers each day. 
Manufacturers the country over are 
anticipating the demand for beauti- 
ful shoes by using CEDAR CLIFF 
SHOE SATINS. For they realize 
that women prefer satin beauty 
plus staunch wear. And Cedar Cliff 
Satins give BOTH! 





THE CEDAR CLIFF SILK CO. 
251 Fourth Avenue, New York City 





Cedar li SHOE SATINS 
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““Men’s Fine Shoes Salabilities Never 


So Good 


as Now” 


Excerpts from a Recent Talk by H. W. Cook, President 
of the A. E. Nettleton Co., to His Salesforce 


AID Henry W. Cook, president 

of the A. E. Nettleton Co., 
Syracuse, in a recent message to his 
salesforce through the medium of 
“Table Talk.” 

A 50 per cent increase in our sales 
since Jan. 1 would seem to indicate 
that the consumer is demanding fine 
shoes. 

Some of you men have been work- 
ing on accounts who have been wait- 
ing for just this trend of buying. 

It’s here! You can go out on your 
trip this spring confident that the 
possibilities for the sale of men’s 
fine shoes were never so good as 
now. 

Here are five of my reasons: 

1. Prices have become stabilized 
and the consumer knows it; there is 
no price resistance as in the past. 

2. Men who buy fine shoes, and 
legitimate prospects, are prosperous 
and soundly so, as never before. 

3. Money is easy and plentiful. 

4. Men are buying what they 
want, and freely. 

5. Through experience during the 
recent years of enforced economy 
with ordinary shoes advertised to be 
“Just as good,” men have learned 
that really fine shoes can only be had 
at fine shoe prices. 


Isn’t It True? 


On another page of this shoe 
selling stimulative “Table Talk,” the 
question is asked—“Isn’t It True? 
This question is well worthy of con- 
sideration by other men’s shoe- 
makers and traveling shoe salesmen. 

“After all—you have only two 
sources of increased sales. Either 
get more business from old outlets 
or open up new ones. In the new 
outlet field—don’t overlook the un- 
tilled market among men’s apparel 
stores, 

There are sound and logical 
reasons for a good volume from this 
source. | 
A man goes into a shoe store on 


an average—a trifle more than twice 
a year. 

This same man enters a men’s 
apparel store nearly 15 times on an 
average a year, because he frequently 
needs ties, collars, shirts, socks, etc. 
The frequency of his visits creates 
friendships, confidence. 





Henry W. Cook, president of the 

A. E. Nettleton Co., Syracuse, who 

“neps up” his salesforce through 
“Table Talk” 


While the success of every busi- 
ness is built on confidence, this is 
particularly true of the clothing 
store which sells a man 90 per cent 
of his wearing apparel. Isn’t it per- 
fectly natural for him to buy his 
shoes there also—if he can get them? 


Successful Walk-Over Meet 


All of the Geo. E. Keith Co.’s large 
sales force, except three Pacific 
Coast representatives, attended the 
semi-annual sales convention, at the 
company offices and Walk-Over club 
March 1 to 6 inclusive. 
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-SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 





Rochester Appoints 
Committees 

Meetings of the Rochester Asso- 
ciation of Traveling Shoe Salesmen 
have been temporarily suspended, 
due to the fact that most of the 
members are now on the road. Right 
after Easter, or thereabouts, these 
get-togethers will be resumed. 

President A. J. McLeod has ap- 
pointed his committees for the year, 
as follows: Welfare, Harry A. Chase, 
Rossiter L. Seward, E. R. Gordon. 
Auditing, J. P. Beatty, B. B. Blythe, 
A. C. Edson. Ways and Means, J. W. 
Castle, E. R. Gordon, C. W. Ander- 
son. Education, G. A. Schaub. Nom- 
inating, Fred S. Brill, J. W. Castle, 
R. B. Leard, G. A. Schaub, R. F. 
Schneider, A. C. Edson, J. P. Beatty, 
C. W. Anderson. Membership, J. W. 
Castle, R. B. Leard, A. C. Edson. 
Executive Council, G. A. Schaub, 
Harry A. Chase, R. L. Seward, C. B. 
Rowley, C. W. Anderson. 

Until meetings are resumed, the 
work of the Rochester Association 
will be carried on by the executive 
council, all the members of which 
are salesmen who cover territories 
near Rochester, or are located per- 
manently in Rochester. 


McCormack with Nettleton 


W. J. McCormack has joined the 
sales force of Rice & Hutchins, Inc., 
and will cover the Middle West for 
this firm. This is “old camping 
ground” for “Mac,” as this is the 
territory which he “made” for A. J. 
Bates Co., Craig, Reed & Emerson 
and the A. E. Nettleton Co. “Mac” 
knows from A to Z the problems of 
the retail shoe merchant. For eight 
years, he served as assistant and 
shoe buyer in the following stores 
—J. F. Olmsted Co.’s department of 
McCurdy’s; Robinson’s shoe depart- 
ment, Rochester; Verner & Co. of 
Pittsburgh; the Hub Co. of Wheel- 
ing, W. Va.; the Pettis Co., Indian- 
apolis, and Frederick & Nelson Co. of 
Seattle, Wash. Mr. McCormack has 
a host of friends in the Middle West, 
who always have the “latchstring” 
on the outside for him. 
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B.&C. Kid 


THE SYMBOL OF “CLASS” IN KID 


SRSA ONCE) 
~\ 


a 
No. 26 (b 
No. 178 Pearl Gray } 
Bois de Rose | 
No. 264 
No. 154 Titian 


Parchment Caramel magi 
No. 21 No. 158 Blue Royale 


Golden Brown Sauterne oa 
F. B. & C. White 
Glazed Kid 








ee ™ Rie ans —s _ —a 


No. 31 No. 164 


Opal Gray Blondine 





FB&C COLORS are made by MASTER CRAFTSMEN 





rE your spring styles are made of 

F.B.&C. colors, you have the com- 
fortable assurance that they will be 
clothed in the fullest perfection of 
quality and color correctness. 





AMALGAMATED LEATHER COS., Inc. 


319 Arch Street, Philadelphia, Pa. 
Factories, Wilmington, Del. 











Je 
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J. E. Gordon, sales- 
manager of Brauer 
Bros. Shoe Co. 


Gordon Is Brauer’s 
Sales Manager 


The many friends and customers 
of J. E. (Joe) Gordon who has been 
“top” salesman for Brauer Bros. 
Shoe Co. (St. Louis), for several 
years, will be glad to know that he 
has been appointed sales manager of 
that concern. 

“Joe,” as he is known to a host 
of shoe merchants, has for the past 
few years handled Brauer Bros.’ shoe 
business in Indiana and Michigan. 
Last year he won first honors, and 
a solid gold watch, in a sales contest 
among all of Brauer Bros. salesmen. 
Mr. Gordon announces that he has 
several cooperative selling plans 
already worked out for merchants 
handling “Paradise Shoes.” 


Coleman “Pushing Things” 


J. G. Coleman, of the Cahill Shoe 
Co., makers of “Cahill’s Catchy Crea- 
tions,” Cincinnati, is “rushing” in 
a large volume of orders from his 
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territory in Alabama and Georgia. 
His work is one of the reasons that 
the “catchy creations” are becoming 
increasingly popular throughout the 
country. 


Devine Travels Illinois for 
McElroy-Sloan 


F. J. Devine has succeeded David 
D. Lynch who for many years 
traveled for McElroy-Sloan Shoe Co. 
(St. Louis), in Illinois. Mr. Lynch 
is now connected with one of the 
large trust companies in St. Louis. 

Mr. Devine has had many years 
experience in the shoe business and 
for some time has been handling the 
chain store and large department 
store business for McElroy-Sloan. 
This has given him a chance to ac- 
quire an unusual knowledge and ex- 
perience from the most progressive 
shoe merchants. Mr. Devine is 
thoroughly familiar with the require- 
ment of the trade in Southern 
Ilinois. 


Preager Picks Another 
Winner 


Lou Preager, one of the star sales- 
men of the Unity Shoe Co., has left 
on his latest trip carrying the line 
of imported sport shoes and newly 
arrived ornaments brought over by 
the Jefferson Import Co. of New 
York, who carry these shoe novelties 
in stock. Incidentally, Mr. Bender, 
of this organization is on his way 
home from Europe now after buying 
many shoe novelty effects that Lou 
Preager can show on his trip. 








F. J. Devine, who 

covers Illinois for 

McElroy-Sloan 
Shoe Co. 


J. E. Johnson Is Dead 


J. E. Johnson, for many years a 
traveler for the J. E. Tilt Shoe Co. 
of Chicago and of late with the 
Herbst Shoe Manufacturing Co. of 
Milwaukee, died at his home in De- 
Kalb., Ill., the latter part of Feb- 
ruary, after an extended illness. Mr. 
Johnson was well-known among 
Illinois merchants. He leaves his 
wife and two daughters. Burial ser- 
vices were held at home Monday, 
March 1. 


Wells with Richardson- 
Crockett 


Frank Wells, who has been con- 
nected with the Ellis Shoe Co. for 
the past 14 years as a buyer, has 
joined the staff of the Richardson- 
Crockett Shoe Co., of Nashville, 
Tenn., and will handle this company’s 
city trade in Nashville, and also will 
handle the city trade in Chattanooga, 
Tenn., and at Memphis, Tenn., 
making his headquarters at Nash- 
ville. 





This is the way the salesforce and executives of the Hamilton-Brown Shoe Co. view their new shoe numbers, semi- 
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v5 bts hey're hard on shoes f 
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This Big 2-page advertisement 
appears, in two colors, in the 
March 27th issue of 


The Saturday Evening Post 


AND it is only one of many big-space advertise- 
ments to ee —_ after a in the 
t spring and early summer advertis 
Ciadpeign on Endicott-Johnson shoes for bape 
and girls. More than half the worth-while 
homes in most every community will see this 
advertisement in the following nationally read 

magazines: 
The Saturday Evening Post 
The Ladies’ Home Jourual 
Good Housekeeping Woman’s World 
Woman’s Home Companion 
People’s Home Journal 
Holland’s Magazine The American Boy 
Boy’s Life Child Life 
ENDICOTT-JOHNSON 
ENDICOTT, N. Y. 

Jersey City, N. J. St. Louis, Mo. 
Largest manufacturers of boys’ and girls’ shoes in the world 
Complete stocks carried in warehouses in the above cities to 
ing—and from the fact that Endicott-Johnson shoes sell 
readily because they are “Better shoes for less money.” 
Send for catalog. 





tee 
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But millions of mothers of growing boys 


and girls are grateful in having 


found these Better shoes for less money” 


IVING costs are high. Household 
allowances are generally limited. 
And dollars don’t stretch. 
But boys and girls go racing and tear- 
ing along just the same. It’s such a won- 
derful world—-so new to them!—they 
never think of easing the strain on the 
family purse by being careful with their 
shoes. The parents must doall the worry- 
ing. “How can the budget for children’s 
shoes be reduced?” you ask. 

We have the answer, for shoemaking 
is our business. We have had thirty-five 
years’ experience. We make more than 
twelve million pairs of boys’ and girls’ 
shoes every year. We put into them the 
skill of 17,000 trained E-J Workers. Our 
facilities for tanning leather, making rub- 
ber soles and heels, and manufacturing 
shoes are among the largest in the world. 
All these advantages are reflected in 


Endicott-Johnson 

shoes for boys and girls 
Never before have you seen a line of shoes 
having so much quality for so littlemoney. 
Never have you bought shoes made 
under ‘ing conditions such as exist 
in this “Industrial Democtacy”—an or- 
ganization whose- principles and plan of 
operation are unique in the shoe industry. 
. Where every worker is given spe- 
cial incentives for putting his best work- 
manship into every pair of shoes he makes. 
Endicott-Johnson shoes are based on 
actual wearing tests. We put shoes on 
real, active youngsters. We try them out. 
Watch them wear. Check up on every 


















































1. Stertmwo—Nobby-looking Oxfords for boys. Brass eyelets: 
Lots of pep in the “balloon” last; lots of wear in the rich 
golden leather. A whale of a shoe! 

2. Lanpstipe—Sturdy Scout-type shoes for boys who are hard 
on footwear. Light in weight; strong in wearing qualities. 
3. Enpwett—Girls’ calfskin sport Oxfords. Good-ooking. 

. Crepe soles add to the sporty effect. 

4. HrKicx—Real shoes for real boys!—Hi-Kicks. Sturdily built 
for wear in all sports. 

5. Waprine—Charming one-strap pumps for the Little Miss. 
Look, feel, fit and wear splendidly. Patent or tan leather. 
Scores of other styles—for every need and occasion. 





_ ENDICcoTT- JOHNSON 


Better shoes for less maney 


7 
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detail. See that designs are right. Lasts 
correct. Soles, heels, toes, uppers, linings 
and stitching proportionately strong. 
Every step in the manufacture of 
Endicott-Johnson shoes is considered from 
the viewpoint of those who buy them. 


Fifty thousand stores sell 
Endicott-Johnson shoes 


There is a store selling Endicott-Johnson 
shoes in most every community, and we 
urge every mother to step into the near- 
est one and examine them. Note the 
leather. Not the “ready-made” kind man- 
ufacturers usually buy in the open market. 
But leather tanned by ourselves, by spe- 
cial pfocesses. 

Note the sturdy construction. The 
solid foundations. Then see how nicely 
these shoes are finished. The comfortable 
shapes. Up-to-date patterns. Wide vari- 
ety of styles—for school, dress and play. 

Finally, consider the reasonable prices*:- 
—made possible by our huge production. 
And by the fact that we literally will not 


| take an excessive profit for our goods. 


Note the wear in these shoes 


Put Endicott-Johnson shoes on each of 
your children and see if your quest for 
“Better shoes for less money” has not, 
at last, been rewarded. If you don't 
know where there's a nearby store sell- 
ing Endicott-Johnson shoes, we'll tell 
you—gladly. Write to Endicott-Johnson, 
Endicott, N. Y"; New York City, N. Y., 

or St. Louis, Mo.- —Largest manufacturers 


. Of boys’ and girls’ shoes in' the world. 
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Though Catherine de Medica 
one of the h¢éct-hate 


Catheri de Medici Liked og 
ne ct 4 € ‘ history. 8 ihicen ef France in the 
*% jatter. part of the 10th Contry she 

was the fas™ arbiter ef that 


¥e 2 ee a 
Rosin olor Fee” Bau 


YOU may. be sure that when she. a8 Queen of 
France, the ladies: of her court followed their rigue ae 
sovercign § ‘example in wearing satitt ighoes. Just _. ey 7 
leaders of {fashion today have created the vogue. for 
eatin footwear. ee ee es 

The shoe pictured. above is one of «a number, of 
savin slippers. WOR” by famous women. of history cand 
still preserved in museums and private collections.” 

Skinner's Shoe Satin, by its regal beauty and une 
equaled service, has helped make gatin shoes the 
fashionable footweat of the present: Shod. in, satin, 
the foot looks smaller. Skinner's Satin holds its shape 
longer: 

“In buying slipper and sh 
Skinner's Shoe. Satin, te make sure of wearing quality: 


. 


oes, ask for those made of 


WILLIAM SKINNER & SONS: Established 1848 


New York. © hicag®, Poston, Phila> Mills, Holyoke, Mas: 


Linings for mer’é orhing. ning for wowen'’s 


Skinner's 
Shoe Satin 


ponents, dees satires, millinery gortes 


black) light qray parchment, French 
blond, satderne. fallow. blond , bets 
de rose and 42} ; 


“LOOK FOR THE NAME IN THE sELVAGE”™ 


One of a serie 
. Ss ° 
in the Ladies’ pr ist? ‘eo on Skinner’s Sho , 
9 Vog ue, H. arper’s agate a 2 
“ otoplay 
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L. C. F. Ball, 


who formerly 
covered New York State terri- 
tory for the Harrison Shoe Co. 


Ball Resigns from Harrison 
Salesforce 


It is with great regret that the 
Harrison Shoe Co., of Everett, Mass., 
has accepted the resignation of L. C. 
F. Ball, of Potsdam, N. Y., who has 
covered the New York State terri- 
tory with the Harrison shoes for 
boys for 16 years. Mr. Ball is re- 
tiring from the road on account of 
ill health. He has a host of friends 
among the retail shoe merchants in 
New York, where he was always 
noted for his unfailing courtesy. It 
is hoped that his health will improve 
with a long rest. 


“From exactly the same materials 
one man builds palaces, another 
hovels.” — Walk-Over Salesmen’s 
Data Book. 





Roscoe Agan 


Arthur Brown with 
Franklin 

Arthur B. Brown, formerly with 
the Outing Shoe Company, covering 
Pennsylvania and West Virginia, 
has joined the staff of the Franklin 
Shoe Company, Boston. 

Mr. Brown will cover western 
Massachusetts, Vermont and New 
Hampshire. This concern makes 
men’s, boys’, youths’ and little gents’ 
goodyear welt shoes. He started on 
his territory March 1. 


Joe Byrne Returns to Road 


Joe Byrne, popular salesman for 
John Kelly, Inc., who has been look- 
ing things over in Florida during 
the winter, returned to Rochester 
last week and is hard at work getting 
ready a line of new samples. 

Joe was very much impressed 
with Florida and its future possi- 
bilities, but after giving the State 
“the once over” he felt that his job 
was selling shoes. As soon as the 
new Kelly line is ready, he will leave 
for his old territory where he has 
successfully sold John Kelly shoes 
for a great many years. 




































Joe Byrne is about ready to shake 
hands again with his retail shoe 
merchant friends 


Roscoe and Arthur Agan 
with Foote Schulze 


Here are Roscoe and Arthur Agan 
of the Foote, Schulze & Co., organi- 
zation in St. Paul, Minn. Merchants 
in Kansas know the two Agans, for 
they have, as two brothers should, 
divided their work and their future 
in that 
Agan covers the southern part of 
the State and brother Arthur the 
northern. Many a friend they have 
made for themselves and their com- 
pany among the good shoe mer- 
chants of the State. 


Commonwealth. ““Rostoe™” 
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who covers 

Western Massachusetts, Vermont 

and New Hampshire for the 
Franklin Shoe Co., Boston 


Arthur B. Brown, 


Gerrish Showing 20/8 
Heels 


William E. Gerrish who covers 
New England and New York for 
Dodge Bros. of Newburyport, Mass., 
states that the new short vamp, 18/8 
to 20/8 heels which he is showing 
is meeting with the approval of his 
trade. Colors are selling well. There 
are also some very new numbers in 
colors with reptile skin trim and 
black satin with mottled gray rep- 
tile trim. One straps and pumps are 
selling in the ratio of 50/50, he 
stated. 

“Harry” Dodge recently returned 
froma three’ wéeks’ trip to Phila- 
delphia and other cities and reported 
lal business.” 


























Arthur Agan 
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GOOD NEWS TRAVELS FAST 


You can’t suppress good news—it travels like wildfire. 


That’s the way it is with Lape & Adler shoes for women. The 
styles are so fresh and new and out-of-the-ordinary that when 
you display them in your windows, the good news spreads and 
soon they are the talk of the town! 





The new L & A creations are irresistible. That’s why they are 
quick sellers—and quick sales mean quick profits for you. 
Hurry to get the new L & A styles in your windows and listen 
to the music of your cash register. 


Remember—L & A—the Good-News Shoes. 


THE LAPE & ADLER CO. 


“Makers of the L & A Shoe” 
COLUMBUS, OHIO 








{ Couriers of “Good News in Shoes” 











Dunbar Archer Phil Miller 
B. J. Coens A. McGiffin 
- J. Keeffe 


ptt. 
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“Ed” Lewis, the captain of the Pieken- 
brock Shoes Bowling Team, deserves a 
special featuring, for the reason that 
for the last eight years he has led the 
league in individual scoring, averaging 
190 @ season. He is a “steady” man, as 
his highest in any one year has been 
196. In the Tri-State Bowling Tourna- 
ment (Missouri, Illinois and Iowa) he 
came within two pins of being high 
man, rolling the three games as fol- 
lows: 202 for the first game; 222 for 
the second; 234 for the third—a tota! of 
658 pins, or two points behind the 
leader. He also went up with the Du- 
buque team, consisting of five of the 
best bowlers in the city, and won the 
State championship at Fort Dodge, 
Feb. 14, having a total for the three 
games of 2890, which is pretty good 
rolling 


“Charlie” Auer a Busy Man 


“Charlie” Auer, of the Cahill Shoe 
Co., makers of the “Cahill’s Catchy 
Creations” Cincinnati, was at the 
factery for a few days recently. 
While there, he gathered a few new 
samples to show to the trade in his 
territory. 


Nunn-Bush & Weldon Sales 


Conference Closes 


A “get-together” banquet closed 
one of the most successful sales 
conferences ever held by the Nunn- 
Bush organization. About thirty 
salesmen were present, along with 
the firm executives and factory fore- 
men. After the dinner, an evening of 
discussion of business plans and 
business future took place. J. C. 
Johnson, salesmanager of the com- 
pany, vouched for the fact that the 
meeting was one of the most inter- 
esting and enthusiastic ever held in 
the company’s history. Said Mr. 
Johnson: “An even more aggressive 
selling campaign is planned this 
year for the distribution of the 
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Nunn-Bush Ankle Fashioned line of 
men’s fine dress shoes. The year 
just closed has marked a splendid 
increase in the business of the 
Nunn-Bush organization. The shoe 
salesmen say that the new styles 
that are ready for.showing are the 
most attractive ever dev«!oped.” 

According to Henry Nunn, the 
Nunn-Bush company is one of the 
few men’s shoe factories in the 
country not operating on a piece- 
work basis. “Controlled produc- 
tion,” said Mr. Nunn, “enables us 
to better control quality and finish. 
Where no man’s time is taken up in 
an effort to produce quantity, then 
quality is inevitable. This and the 
wonderful cooperative spirit of this 
organization in every department of 
office and factory is a quality that 
has been responsible for the steady 
growth of our company.” 


Dave Davis “Vacationizing”’ 


Dave Davis of Chicago, the popu- 
lar treasurer of the National Shoe 
Travelers’ Association, represents 
Thompson Bros. Shoe Co. in “The 
Windy City” and other Western 
cities. But on the theory that “All 
work and no play makes ‘Dave,’ as 
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well as Jack, a dull boy,” he takes 
a little vacation each year. He has 
recently been sojourning at Hot 
Springs, National Park, Ark., from 
whence he writes on Feb. 24 that he 
is having a glorious time, with lots 
of golf, although he adds that “it’s 
awfully cool” and he is obliged to 
wear a flannel shirt and sweater. 


Wynn with U. S. Rubber 


H. L. Wynn has accepted a position 
with the United States Rubber Co. 
Mr. Wynn will travel out of Phoenix. 
He will cover the entire State of 
Arizona on “Keds” and “Blue 
Ribbon” footwear. 


Preston with Ogden 


Robert H. Preston, who is better 
known to the retail shoe merchants 
in the Southwest as Bob Preston, 
and who has traveled out of Nash- 
ville, Tenn., for a number of years, 
announced to his customers recently 
that he has made a new connection 
with the Ogden Shoe Co. of Mil- 
waukee, Wis. He will cover all of 
Tennessee and part of northern Ala- 
bama. He will continue to make his 
headquarters at Nashville. 

































































































Walter C. Roose, sales manager of the E. B. Piekenbrock & Sons, 
Dubuque, Iowa, is a believer in encouraging “sport wise” the expert 
“huskies” who make the Piekenbrock product that his salesforce dis- 
tributes. And so he has sent to the RECORDER the Piekenbrock Shoes 
Championship Bowling Team, that all the shoe world may see just 
how good looking they are. They roll big pins out there—tenpins 
with seventeen-pound bowling balls. There is a lively contest on 
now for the first position to capture the pennant “put up” by the 


Dubuque Commercial Bowling League. 
twelve manufacturing teams from the various factories. 


This league consists of 
] This is 


the line-up of the above “star six” (reading left to right): A. Joh- 

son, foreman, packing room; J. Poire, assitant superintendent; L. 

Bower, edge trimmer; Ed Lewis, captain, puller; S. Oldham, fore- 
man of making room; P. Krause, bed, lasting 


















Every Woman 
Appreciates the 
Comfort and Protection 
of the USKIDE Toplift 


ff rindi alert dealer knows how particular 
men are about the heels on their shoes. 
When looking at a new pair in your store, a 
woman says to herself, ‘If that shoe would 
only look as neat and trim a few weeks — 
now”’—and she bag pnias tin of 
down heels and 
because of them. 
Think of the advantage you have if you 
point out the USKIDE Cotton the heel and 
tell cn it wears and ores gk: it keeps 
the h So t, so maintains 
the origin sceeshatlines of the whole shoe, 
The surface ot an USKIDE Toplift is 
rie t. All lettering is depressed. Held in 
y one center screw and a few brads. 
Randed back makes it fit tight and snug. 
What mental comfort to know that the heel 
is always neat and true! What walking com- 
fort on an even surface. No rocking or turning! 
And that remarkable USKIDB re & » which 
provides just the right amount of ioning. 
S USKIDE Toplifts on your next or- 
der 1 pectic ’s shoes. 


— 
Seat Tolift 
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A Better Heel 
to Walk On 


The Advantage of 
i “SPRAYED 
RUBBER” 





O LONGER is a rubber heel just a rubber 

heel, The “U.S.” Spring-Step Heel with 
its ‘Sprayed Rubber’”’ has changed that. 

Now a shoe dealer can point to the ‘‘U.S.” 
Spring-Step Heel on a shoe and speak with 
truth and conviction of a new standard of com- 
fort and wear. 

‘“‘Sprayed Rubber” — an exclusive achieve- 
ment of the United States Rubber Company— 
is the purest, toughest, most uniform rubber 
ever produced. 

Better cushioning, finer appearance and longer 
service is what this invention means to this 
famous heel. 


Specity “U.S.” Spring-Step Heels on your 
men’s shoes and you will have a strong selling 


point in the “heel made from Sprayed Rubber.” 


Sprinc-sTEP 


RING Heels 








United States @ Rubber Company 


1790 Broadway, New York 


~ 


Sole and Heel Stocks in our following branches: 


Boston Chicago New Orleans New York *Cincinnati, St. Louis Pittsburgh Portland,Ore. Los Angeles San Francisco 


' *Stock for Shoe manufacturers only 
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Special Letters About Rubber 





Shoes Sell More Pairs 


Rubber Shoe Salesmen “Out” with New Numbers 


UBBER shoe salesmen are 

now showing new numbers in 

rubber footwear for the winter 
of 1926-1927 and many new canvas 
rubber soled models for now and 
later selling. 

Among the new numbers in heavy 
goods are black shoes with red soles, 
in four heights—the walrus, the 
Portland, the bootee, the all-rubber 
arctics and hunting shoes. There is 
the Sebago, a new crepe sole hunting 
shoe, designed to give a good ground 
grip and added comfort; the red 
boot, with gray sole, which popular 
number includes boots, all-rubber 
arctics and bootees, There is a new 
automatic fastener gaiter with a 
rubberized surface, called “The 
“Guardian,” and the “Collegiate” 
gaiter, a four-buckle model, made in 
four shades to match the prevailing 
colors in colored raincoats. 


HERE is the white bootee, made 
of an all-white rubber -con- 
struction, with every point of wear 
re-inforced with extra layers of 
rubber. This is chiefly worn in the 
coal mining districts throughout the 
country, and wherever heavy, 
rugged, waterproof footwear is re- 
quired; the Rodeo, a high-laced -black 
boot with crepe sole and heel for 
sportsmen—the upper light, yet dur- 
able, and the crepe sole gives splendid 
wear, combined with excellent trac- 
tion; the Pice Pac, very similar to 
the Rodeo, except that the upper is 
not quite as high and the sole is 
compounded rubber rather than 
crepe. There is the low, one buckle 
gaiter, with heavy cashmerette 
upper and corrugated rubber sole, 
well adapted for the country dis- 
tricts; the automatic for dress wear 
and the Radio rubber boot, with 
plaid cuff, for children. 


HESE are just a few of the new 
numbers. The brief description 
is given above, so that the retail 
shoe merchant’ who may~ not have 
thought previously about telling the 
people of his community in regard 


for 1926-1927 


to rubber and rubber soled canvas 
footwear and its adaptability for 
practically every requirement of 
every day out-door, and indoor life, 
may perhaps get a talking point or 
two for a special letter to the folks 
in his community that will move, or 
sell, more pairs. 


HE rubber shoe salesman is 

always glad to give full descrip- 
tions for whatever lines the: mer- 
chant may wish to present to his 
trade by mail. Many good mer- 
chandisers have stated that they 
always say something about their 
rubber shoe models in every piece of 
direct-mail matter—some devote 
special letters thereto and find that 
it pays to do so. 


U. S. Rubber Plantations 
Cover 124,000 Acres 
By Chairman C. B. Seger 


N view of the widespread 
public interest in the subject of 
crude rubber, with particular refer- 
ence to cultivation by American cap- 
ital, it is perhaps timely to state 
that the United States Rubber Com- 





The “Camco” Automatic—a devel- 


opment of the old four-buckle 

type of overshoe of te 

os wees i ee: 

p Mrmr thay to ‘hook and unhook, 

Made by the C e Rubber 
Co., Cambridge, Mass. 


pany now has 124,000 acres, or ap- 
proximately 194 square miles, of 
rubber plantation lands in the Far 
East, representing an investment of 
approximately $25,000,000. Of this 
area, 74,837 acres, orabout 117 square 
miles, equal to 60 per cent of the 
total, are planted with over 7,000,000 
rubber trees, and 49,994 acres, or 
over 78 square miles, equal to 67 
per cent of the planted areas, are in 
bearing and produced approximately 
20,000,000 pounds of rubber in 1925. 
A force of more than 20,000 is con- 
tinuously employed on the company’s 
plantations. In six years, or by 
1931, it is estimated that production 
will have increased 75 per cent, or 
to 35,000,000 pounds per annum, due 
to planting of further areas, ma- 
turity of trees already in bearing, 
and to production from trees reach- 
ing the bearing stage. 

In 1903, the company obtained ex- 
tensive concessionsin South America. 

“Sixteen years ago, or in 1910, the 
company completed its first surveys 
in the Far East. As a result, ex- 
tensive concessions were acquired in 
Sumatra, and 14,000 acres, or about 
22 square miles, were planted in 
1911. This represented then, and 
still does, the largest planting oper- 
ation completed by any one company 
in a single year. 

“The management’s continued be- 
lief in the policy, adopted more than 
twenty years ago, that the company 
should produce a substantial propor- 
tion of its crude rubber require- 
ments, is indicated by the acquisi- 
tion on December 9 of 5,700 acres 
of plantation land, or approximately 
nine square miles. They are also in 
negotiation for other areas aggre- 
gating approximately 12,500 acres, 
or about 20 square miles. 


U. S. Rubber Sales- Increase 


The annual report of the United 
States Rubber Company for 1925 
shows-an increase of sales for the 
year of $34,259,384, compared with 
1924—or a total of $206,473,787. 
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A Smart New Menihan Style 
IN STOCK 


In Patent, Black Satin, Parchment 
and Pearl Gray Kid 


LT: 


MT] Hh 
| 
| 


TM 


| 


“CLARE” 
French Toe 


R-576—Pearl Gray Kid, 19/8 Heel 
B-574—Parchment Kid, 20/8 Heel 
B-573—Black Satin 20/8 Heel 
B-572—Patent, 20/8 Heel 


onpen The MENIHAN COMPAR se rox 
CATALOG 


TODAY Rochester, N. Y., U.S. A. 


HNN Ml MMT 
HW 1] | Ny] FTTH 
I LAMA 


. S. KUSHINS 


Chicago Office: Majestic Hotel Los Angeles Office: 107 East Sth St. 
F. J. SATION E. M. HOLLANDER 


New York Office: 612 Marbridge Bldg. Oakland, Cal., Office: 424 Belview Ave. 
B. W. MOYLAN H 





Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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Bad Weather Slows Down Trade 
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In Retail Shoe Stores 


Colored Kid Still a Leader 








CHICAGO 


Trade Slower 


Chicago’s shoe trade.seems to have 
fallen into a sort of a pre-Easter 
doldrums. Business has neither been 
steady nor has it at any time been 
very large in volume in the past two 
weeks. 

Normally at this time of the year 
—while few new shipments are be- 
ing stocked—there is a steady de- 
mand for style footwear along with 
style costumes that seems to be al- 
most utterly lacking. 

Clothing stores as well as shoe 
stores are feeling the strain of slow 
and disinterested buying and with 
Easter only a scant three weeks 
ahead many of the buyers are be- 
ginning to be anxious. 

Weather conditions have un- 
doubtedly entered into the scheme of 
things to some extent—last Satur- 
day being rainy and unpleasant and 
Monday raw and cold—not at all the 
type of weather that encourages 
light and airy footwear or costumes. 


Featuring Suedes 

The I. Miller Store on State Street 
is featuring suede leathers this week 
in blacks, dark browns, fawn and 
gray in strip models—strap models, 
slipper models and five eyelet ox- 
fords. The display is very attrac- 
tive and especially the dainty oxford 
effect with ribbon ties ought to at- 
tract the interest of any woman bent 
on shoe-shopping. 

Every now and again one of the 
leading shoe customers makes an ef- 
fort to revive the suede models or 
at least bring the spotlight of favor 
on the leather with varying effect. 
Some sales have been made, but not 
enough to warrant special attention. 


Reptile Leathers Shown 
Reptile leathers are being shown 
more and more as trimmings on 


vamp and quarter and in many cases 
entire heels in all of the prevailing 





modes and there is a tendency to. 


use contrasting lacing of leather 
around the top of slippers. 


Black for Men 


In the men’s stores many sales of 
black footwear are being reported in 
spite of the fact that light tans and 
blonde shades are the most often 
featured in display and advertise- 
ments. 

A little more interest is being 
shown in the men’s stores and sales 
have improved somewhat over the 
last few months. 








| Look at Your Shoes 


“Fonthil Beckford, famous 
writer for the London “Daily 
Mail,” says that a man’s char- 
acter can be seen in his shoes. 
See a man in immaculate attire 
but with a pair of shabby 
shoes, and you'll find a kink 
in his character somewhere, 
he says. See a man with trod- 
den down heels and you’ll sur- 
mise that he’s down in luck, 
slovenly in his habits or un- 
able to manage his affairs. 
“MAN—LOOK AT YOUR 
SHOES” is a real slogan for 
the shoe man.” 


From Milwaukee Shoe Re- 
tailers Assn. Bulletin. 


























Back from Hot Springs 


The “Three Musketeers” of the 
Chicago shoe trade, Dave Davis, 
Harry Silver of O and G and John 
Spalo of the Hub Clothing Co.’s shoe 
department have returned to Chi- 
cago after three weeks of golf and 
idleness at Hot Springs, Ark. The 
trio are all “pepped” up for the 
spring drive. 


BOSTON 





Attractive Newspaper Publicity 


Retail shoe stores are advertising 
interestingly and intensively. A 


study of the pages of the daily news- 
papers for the past month shows 
that much thought has been given to 
the preparation of copy. 


Some 





houses have always led with attrac- 
tive newspaper ads, but now prac- 
tically all of the shops are making 
a strong consumer appeal with 
artistically arranged newspaper pub- 
licity. 

“We're Here to Stay” 


The Pedemode Shop, which opened 
at 360 Boylston Street about a month 
ago, reports an increasing customer 
response. “Much more so than was 
the case of the New York store, 
when we opened in that city some 
three years ago,” said Manager J. F. 
Oderwald. “And we’re here to stay. 
Before opening this store, we con- 
sidered for over two years every 
angle of the location. We have 
taken a very long lease. I do not 
think that we have made any mis- 
take.” 

This store is 50 by 65 ft. It is 
finished in light tones of brown, with 
carved walnut panels, a “smart 
shop,” well lighted and airy. 

The hosiery department, where 
McCallum hosiery in the new tones 
is featured, and an attractive buckle 
case occupy the broad space extend- 
ing across the front of the store. 

In addition to Mr. Oderwald, 
there are two salesmen. The store’s 
motto is, “The Customer Is Always 
Right.” Unjust, as well as just, 
claims are granted and are charged 
to advertising. There is a good con- 
sumer “tie-up” through full page 
ads in the leading fashion pub- 
lications. 

Manager Oderwald states that his 
two salesmen must know how to fit 
feet as well as to sell shoes; he him- 
self has had wide experience at fit- 
ting Pedemodes. Every shoe is 
made on a combination last. The 
rule is to fit long, as Bostonian 
women have a tendency toward a 
narrower foot than New Yorkers. 


New Models Featured 


One of the typical Pedemode 
models is a southern button tie. 
This shoe has a high tongue, like 
that of an oxford—the strap buttons 
over the tongue—it carries a 15/8 
heel. The shoe is featured in black, 
brown and gray. Another big 
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Kreider en, Valuer Load. 


eiden, Valuer Lucey 
Kreidery Valiurs Lead 












THE LESSON which -a successful Widen Shoes have made this 







Shoe Store must learn is to provide lesson a reality—with hundreds of 
utmost of Style, Quality and Value in leading merchants. 
Shoes for Boys, Girls and Babies. values are Supreme in the Juvenile 





Footwear World. 


Yraidoy Shoes Assure 


QUICK SALES 
QUICK PROFITS 













B 555 
Clarice 




















rome patent bow pump. 


Chrome patent balloon strap — 
Blonde kid trim on vamp and 


pump. McKay sewed. Leather 










quarter and sock-lined. Com- Close edge year 
bination last. ‘ welt. Leather lined. Combi- 
ed 5% Dong i= nation last. 
Width sag ny Misses: 22% & >= 





D Width ....%2.85 


SoS KrsadorRo. 


Best Shoes for alee Girls and the Babies 





Mines: 11% t 
D Width . 82 






FACTORIES DISTRIBUTING POINTS 
Annville, Pa. Middletown, Pa. New York Chicago 
Elizabethtown, Pa. Palmyra, Pa. : Philadelphia Seattle . 
Lebanon, Pa. wre ey San Francisco, 165 2d St. 
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selling shoe is a four-eyelet oxford 
with 15/8 and 16/8 heel. - 

The Kiltie oxford in Norwegian 
grain, for general sport wear, hiking 
and golf; a white buck, high throat 
pump, with demure bow of the same 
material, 16/8 heel, and a genuine 
alligator oxford, tan calf saddle, toe 
and covered, 14/8 heel, were among 
the new models. 


Hats and Bags Match 


Thayer McNeil Co. is making 
clever combination sales through 
their “Shoes to Match Bags” feature. 
The bags are envelope shaped and 
are made of genuine snake skin or 
lizard, sometimes with a trim of 
light tan calf, or orchid or light 
green kid. The bag is also sold in 
a pouch effect, in Lanvin green 
with a cross stitch in coral and am- 
ber, designed by Jean Patou, or a 
dull red, similarly stitched. To 
match the new slunt skin trimmed 
shoes, are silk sport scarfs, with an 
applique of slunt skin at the hem 
line. 

In New Location 


E. W. Burt & Company’s West 
Street store is now “comfortably 
ensconced” on its new location at 
17 West Street, just a step from the 
former store. Everything at this 
store is new and the shoes are “right 
up to the minute” as to cut and color. 


Aldrich, Assistant Buyer 


D. G. Aldrich is the new assistant 
buyer at the Jordan Marsh Com- 
pany’s women’s shoe department. 
His “chief” is E. Roy Smith, for- 
merly assistant buyer to J. A. Man- 
ning, now merchandise manager. 


In Blonde Alligator 


The R. H. White Company’s shoe 
department has been featuring a 
blonde alligator one-strap with 15/8 
heel with much success. 
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New Slunkskin Model 


The shoe department of the C. F. 
Hovey Co., Charles C. Ferrers, man- 
ager and buyer, has a new array of 
spring models. One of the newest 
numbers is a slunkskin in brown and 
white; this carries a 19/8 white cov- 
ered heel. Mr. Ferrers is a firm be- 
liever in rapid turnovers. His motto 
is “Off with the old stock, on with 
the new.” He has had wide and 
successful experience in shoe mer- 
chandising with the Jones, Peterson 
& Newhall Co., and prior to that for 
many years with the Jordan Marsh 
Company’s children’s shoe depart- 


ment. He has also managed and 
bought for shoe stores in other 
cities. 


| MILWAUKEE | 


Business Quiet 


Business has been a little quiet 
during the early part of March as 
might be expected for this time of 
the year with existing weather con- 
ditions, However, merchants are in 
an optimistic frame of mind believ- 
ing that everything is all set for a 
very good season, and that only four 
or five consecutive days of warm, 
sunny weather are necessary to start 
a heavy demand for spring styles. 

“Business has been fair during 
the early part of March, and we have 
no complaint to make as people are 
showing considerable interest in 
spring shoes, and we believe that 
buying will start as soon as the 
weather proves favorable,” stated 
Robert Weaver, floor manager of the 
Walk-Over shoe store. “Everything 
still points to a very good spring 
business, and things should open up 
before Easter. Colored kids are 
still the big thing, especially in light 
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Give Hosiery a Chance 


“Give hosiery a chance in 
your windows and it will 
bring back profits to you. Too 
many merchants throw a few 
pairs of hose in the window 
and believe that is a sufficient 
display. Hosiery must be dis- 


played even more carefully 
than shoes. A number of dis- 
play fixture houses make ho- 
siery stands. They are reason- 
able and should be used. Ho- 
siery must be displayed—and 
it must be displayed proper- 
ly.” 
From Milwaukee Shoe Re- 
tailers Assn. Bulletin. 








tan shades, but I believe that patents 
will show as much activity as ever. 
In patterns, pumps and one straps 
have been leading by a big margin. 
Fancy cutout oxfords and ties have 
been moving nicely, but they do not 
come up to pumps and straps in 
volume of sales.” 


Fancy Oxfords Selling 


The Campbell-Boll Co. has been 
doing very well with fancy oxfords, 
according to Clifford Campbell. He 
states that women are showing more 
interest in oxfords than any other 
styles featured by the store at pres- 
ent, while straps follow. He believes 
that this trend away from pumps 
during the spring months will be 
succeeded by a revival of pump styles 
during the summer. In general, light 
colored kids have been moving well, 
and there has been a call for blond 
satins as well. Blacks have also been 
active in patent, kids and very few 
satins. One pattern in a cutout ox- 
ford which has been especially popu- 
lar is trimmed with contrasting 
leather at the toes, across the throat 
and at the heel. The latter is a high 
heel, entirely covered with the con- 
trasting material. This number ap- 
peared in black calf trimmed with 
pin seal; in two shades of Russia 
calf; and in gray kid trimmed with 
blue. Mr. Campbell states that the 
firm has bene very well satisfied with 
its business since the first of the 
year, feeling that the volume of 


. sales has been good for a new store. 


Shoes in Style Show 


The I. Miller shoe department at 
Reel’s ready-to-wear store provided 
the shoes for a style shoe which was 
held at the store for a period of three 
days. The style revue is becoming 
an established semi-annual event put 
on for the benefit of the store’s cus- 
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WILLOW CALF 


Highest Quality Aniline Colors Glazed Lustre 


PARCHMENT 
No. 242 


The latest for Ladies’ 
Stylish Shoes 





SAUTERNE 
No. 240 


In weights for Men’s 
and Ladies’ Shoes 











Ask For Samples 








AMERICAN HIDE & LEATHER COMPANY 


Offices and Stores 
NEW YORK BOSTON CHICAGO ST. LOUIS CINCINNATI 
AMERICAN HIDE & LEATHER COMPANY, Ltd. 
Northampton and Leicester, England; Paris, France 
Calf, Kid and Side Upper Leather Tanneries 
Lowell Peabody Woburn Chicago Sheboygan Ballston Spa Curwensville 
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tomers, and the various new ten- 
dencies of the season are presented. 
This spring’s show proved even more 
successful than previous events as it 
was very difficult to handle the 
crowd of people who attended. Only 
regular customers of the store are 
invited. 

H. I. Tieman, manager of the 
shoe department, made a special fea- 
ture of colored kids for the per- 
formance. Tans were of special 
note, many of the light tan shades 
being shown in- combination with 
lizard or snakeskin. As gray was 
shown quite extensively for coats 
and dresses, there was a liberal 
showing of gray kid shoes. Patent 
also registered. In ~-styles, the 
models were divided between straps, 
pumps and oxfords. For the elabor- 
ate bridal party which appeared at 
the close of the show, satin opera 
pumps were used in shades died to 
match the taffeta hats. Twelve 
models were used in presenting the 
new styles this year. 


Buys Walk-Over Store 


Carl F. Bufka has purchased 
Lyold’s Walk-Over Boot Shop at 
Racine, Wis., from its former owner, 
Tom Lloyd, and has held a formal 
opening of the store under the new 
ownership. The store, located at 
513 Main Street, was remodeled and 
redecorated for the opening, and a 
new stock of spring shoes purchased, 
Mr. Bufka was employed at the store 
under Mr. Lloyd’s management for 
three years, and was formerly a 
resident of Milwaukee. 


Hear Health Talk 


Members of the Milwaukee Shoe 
Retailers Association heard a talk on 
the subject of better fitting of shoes 
and its relation to good health, by 
Miss Gladys L. Meloche, of the agri- 
cultural department of the Uni- 
versity of Wisconsin, at the March 
meeting of the association. Miss 
Meloche outlined some of the more 
important reasons for having shoes 
properly fitted, and described the 
educational campaign in this direc- 
tion which is being conducted 
throughout the State by the agri- 
cultural department. 

The address was followed by a dis- 
cussion of the association’s attitude 
toward the State convention, and the 
means by which the local association 
might assist with State plans. 

Announcement was made that Ed 
Schneider was elected to the board 
of directors to fill the vacancy 
caused by the recent election of John 
Geisinger as vice-president. 

The regular meeting of the Mil- 
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waukee Shoe Retailer’s Association 
was held in the director’s room of 
the Milwaukee Association of Com- 
merce, Thursday evening, March 4. 

Aside from the regular business, 
the meeting was called for the pur- 
pose of considering a proposal from 
Miss Gladys Meloche of the Home 
Economics Department of the College 
of Agriculture of the State, that a 
State wide poster campaign be in- 
augurated to center interest in all 
parts of the State on proper fitting 
of shoes and “shoes for the oc- 
casion.” 





Tips for Handling Customers 


“You will need patience for 
the tired and cross customer, 
consideration for the fussy 
and nervous type, a quiet man- 
ner for the excitable one, dis- 
patch for those who are im- 
patient, and calmness for the 
unreasonable customer. The 
timid customer can be handled 
by gentleness, and so can the 
sensitive one. The undecided 
person needs your decision. 
Sympathy will take care of the 
old folks and impaired people. 
Children need your power to 
think for them, and foreigners 
need your help.” 


From Milwaukee Shoe Re- 
tailers Assn. Bulletin. 

















Several 
have been made at the State Fairs in 


very extensive surveys 
the past two years where the 
Bureau has had an exhibition and 
among the girls in the Home Eco- 
nomics classes at the University of 
Wisconsin at Madison and the re- 
sults of these surveys are being 
tabulated in booklet form and will 
be available shortly. 

The work of Miss Meloche is the 
first of it’s kind that has been done 
officially by any State organization 
and the interest of the department 
has been centered on a campaign 
that should develop a shoe “con- 
sciousness” among women of the 
State. 

The plan is only in its infancy and 
some even more elaborate work will 
be attempted this year and the de- 
partment is asking for the hearty 
support of shoe men’s organizations 
throughout the State. 

After Miss Meloche’s appeal the 
regular business of the association 
was transacted and the meeting ad- 
journed. 





| SAN FRANCISCO | 





West Strong for Patent 


With the united spring style open- 
ing well out of the way and seasonal 
apparel buying getting onto a really 
business-like basis, shoe dealers are 
beginning to get their bearings 
pretty well charted, not only as to 
present but future demands. What 
the weather signs say seems to be 
a matter of individual reading. 

For instance, Jack G. Rogers, man- 
ager of the Bootery, one of the high 
style shops of San Francisco, pre- 
dicts that the vogue of the light 
colored leathers will not last more 
than two months and by that time 
the decorative patents will be 
stronger than ever with satins and 
possibly suedes demanding plenty of 
attention. Typical of the transition 
stage is a shoe the Bootery is now 
featuring and finding a big call for 
—a 20/8 open gore pump of Java 
brown suede finished snake skin 
with vamp trimmed with patent 
leather and heels and cross straps 
of this material. 

In line with this opinion is the 
belief of Melville Kaufman, of Som- 
mer & Kaufman, who thinks that 
after Easter the ornamented patents 
will be even better than they are 
now. There is a strong tendency to 
match shoe and gown, and with a 
multiplicity of colors the problem is 
a serious one which discouraged 
women give up and end by buying 
patents. Pumps with extremely 
high tongues are selling satisfac- 
torily among the novelty numbers. 
Models of this type are being shown 
by Sommer & Kaufman in bright 
green and red Morocco. 


Demand for Gray Good 


The stores that are still showing 
plenty of grays are surprised at the 
way that the demand for this color 
is holding up. This seems to be 
true of both volume-selling and the 
better type of stores. While admit- 
ting its present popularity, the ques- 
tion of how long gray can continue 
to be good is a question on which 
dealers are not at all agreed. Blonde 
shades continue to rank first with 
grays and patents. second and third 
in demand. Early spring selling of 
white for resort wear has been very 
good in some stores which are ex- 
pecting it to be even better by the 
time that warm weather really ar- 
rives. Plain or very simply dec- 
orated shoes are being bought in 
greater numbers than the lavishly 
adorned numbers. 
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CHANDLER’S SHOE TRIMS 


STYLISH 
INEXPENSIVE 


PRACTICAL 
FOR PRESENT TYPE SHOES 


(Illustrations two-thirds actual size) 











op FAN ORNAMEN 
— | am areT Sie) geet gia UTES 55,0000 
.) BLACK SATIN— or y oz. prs. 
STW LVin or COLD Rim n ee ‘a tienih elites $3.00 doz. prs. | POPULAR COLORS SUPPLIED IN 
COLORS IN SILK GROSGRRATN—pareh: | SILK GROSGRAIN OR LEATHER AS 
ment—gray—blonde and Bo le Rose.. 3.00 doz. prs. | eeaese—enp—liaee and Bois de sili ai 
WHITE: PLAIN OR IN | Sabin ATION } COP o ee ee eereseresesesesesseseos OZ. prs. 
WITH black—blue—red—green or silver 3.00 doz. prs. | WHITE: PLAIN OR WITH TRIM OF 
| _ black-b blue-green-red or silver......... 4.00 doz. prs. 








QUICK SELLERS—DOZEN PAIR ASSORTMENT BOWS AND FANS. .$3.00 doz. prs. 


Order this assortment 


BUCKLES IN DEMAND FOR SPRING—QUICK SELLING ASSORTMENT 


PEARL EFFECTS—gray—sauterne—parchment—black and silver combinations—assorted sizes in 
8 





ee Farrer eee 5.00 doz. prs. 
IMPORTED STEELS—ntew patterns, very attractive, dozen pairs assorted................ " 
CUT STEELS—excellent assortment, dozen pairs assorted..........ceccceccceccccccecccee $18.00 


FOR SUMMER FOOTWEAR 
DAINTY BUCKEES and ornaments—white—blue—pink—iavender—green handsomely decorated. 
SEE HED GIN. 0.6.6 0:0.0.0:00.0 00.0 66 e evden Urs 1090s OROOKSC RORT RES Oss eer nces sos eawe $6.00 








Inquiries regarding buckles, bows and ornaments invited from Shoe Manufacturers, 
Jobbers and Retailers wherever located. 


W. K. CHANDLER, Inc. 


125 Summer Street, Boston, Mass. 
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Blond Calf for Men 


College men and the young fellows 
who follow in their style footsteps 
are buying a good’ deal of blond 
calf. Broad and balloon toed shoes 
are holding up well in the fairly 
heavy, very heavy and flexible soles. 

Weather with plenty of sunny 
days and very little rain for the last 
two weeks has been good for spring 
business in all types of stores. 


Open New Shoe Dept. 


O’Connor & Moffatt, one of San 
Francisco’s large department stores 
opened a very attractive new 
women’s shoe department Saturday, 
March 6. The better grades of shoes 
retailing from $10 up, are to be 
featured in the new shoe section 
which has a capacity of twenty-four 
chairs. F. J. Spillman, for ten years 
buyer for the Gano Downs Com- 
pany’s store in Denver, is the buyer. 


CINCINNATI 


Weather Retards Trade 


What shoe men in this district 
hope-are the last feeble, though in- 
tensely gripping, cold blasts of 
winter came to Cincinnati last week 
and the result was that the hereto- 
fore brisk business in colored kids 
and other lines of shoes was tem- 
porarily slowed down. Merchants 
generally reported that their sales 
were well up to those of a year ago, 
but declared that a slightly more 
brisk business would be acceptable. 

This condition of gripping cold 
held sway long enough to hold the 
brakes on the business over the 
week-end and the days just preced- 
ing. Sunday, the weather moderated 
somewhat, and Monday another 
thaw set in and by the time this 
is printed the weather forecaster 
predicts the advent of fairly warm 
weather. 


Colored Kids in Demand 


A pronounced demand for colored 
kids continues to be noticed in this 
market and merchants believe that 
the demand will continue for some 
time to come. Pumps and one-strap 
effects in combinations and some 
appliqués are bringing the bulk of 
business into the stores here. Of 
course, a sizable business is being 
done in the staple lines, emeceemrd 
patent leather. 


Contest on Red Genie Shoes 


_The Potter Shoe Company has 
béeen featuring Red Cross: shoes 


during the last week and will con- 
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. tinue to feature this type of shoe 


for another fortnight or so. A 
contest is being conducted in this 
store on this type of shoe and of- 
ficials of the company report that 
the sales are mounting rapidly. 





__B. Altman & Cn. 


The First Presentation of 
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Two new and interesting shoes 

advertised in an attractive man- 

ner by B. Altman & Company, 
New York 


Panama Straw Shoes Good 


Ted Orr, of the Potter Shoe Com- 
pany, reports that the Panama straw 
shoe, which was featured along with 

number of .other catchy shoe 
styles recently, is receiving quite a 
warm reception among those persons 
who are wintering in Florida. 


New Quarters Opened 


The Retail Merchants’ Association 
of Cincinnati opened its new head- 


in the Reakirt Building on: -The- 
Tuesday the bases are finished in plastic 


last 
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night, with a general inspection 
followed by a supper at the Hotel 
Metropole. 

Robert Pogue, president of the 
association, and other officials and 
prominent citizens spoke of the work 
of the association in the past and 
what is expected to be done in the 
future. The new offices are in 
charge of Lynn Revanaugh, execu- 
tive secretary of the association. 


DETROIT 


Ready for Big Spring Business 


Detroit shoe merchants are all 
ready for a big spring business, but 
the lull following the January clear- 
ance sales has continued well into 
March. Weather conditions have 
favored the overshoe rather than 
spring footwear, and as one shoe 
dealer sagely remarked, “The women 
cannot be blamed for not buying 
their spring footwear while they 
have to wear galoshes. This season 
more than for many past it would 
be a rather foolish thing to buy the 
new light shades and attempt to 
wear them in old galoshes which 
quickly ruin them.” 


Colored Shoes Stressed 


The windows of Detroit shoe mer- 
chants are brighter with colors than 
ever this season, much of the show- 
ing being of gray and blond shades 
of kid, although there is a sprinkling 
of patent leather lines, mostly 
trimmed with contrasting lighter 
shades. New backgrounds have 
been installed in many stores. 
Chisholm’s Boot Shop, Woodward 
Avenue, has one of the handsomest 
entrances to be found in the city. 
The new semi-permanent back- 
grounds installed this spring reflect 
the newest notes in decorations. The 
entire backs of these large windows 
have been panelled in classic form. 
Cornices, pilasters and bases are of 
a slatey appearance, carved in clas- 
sic Grecian designs and finished in 
soft.subdued colors:.The center panel 
is a beveled mirror while on each 
side the panel is of imitation caen- 
stone. : 
Green Color Scheme 


The decorations at Fyfe’s this 
spring is dominated by a green color 
scheme. Handsome velour and silk 
valances. with side-drapes have been 
installed © the glass. The 
backgrounds are composed of fancy 
window effects mounted on a base. 
- serolls, as well as 
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The Jest $129 Value You 
aver Offered 
Your Trade 


ImmediateDelivery) 


In All These Wanted Shades 
No 


No. 806 Black . 806L Leather Grey 

No. 806W White No. 806GM Gun Metal 

No. 806At Atmosphere No. 806Maize Maize 

No. 806Blonde Blonde No. 806MT Mauve Taupe 

No. 806Cedar Cedar No. 806Biscuit Biscuit 

No. 806FN French Nude No. 806D Dawn 

No. 806Beige Beige No. 806SG Silver Grey 

No. 806DG Dove Grey No. 806WR Woodland Rose 
No. 806Toast Toast 


A Pure Silk 23-Inch Boot Style $ .00 


with a 7 inch elastic mercerized lisle top, fashion 
marks, 4 ply heel and toe as well as double sole... . doz. 


No. 905 is a Ladies’ Pure Silk Hose, with mercerized top and foot, of 
similar weight and FULL FASHIONED. Available in Black, White, 
Leather Grey, Gun Metal, Mode, Beige, French Nude, Rosewood, 
Russian Tan, Atmosphere, Blonde, Cedar, Maize, Mauve Taupe, Silver 
Grey, Dawn, Toast, Biscuit, Woodland Rose and Dove Grey at $12.00 


dozen. 


COOPER WELLS & COMPANY 
250 Broad St. St. Joseph, Mich. 


Mills at St. Joseph, Michigan and Albany, Alabama 


Feature Iron Clads during the 
week of March 30th and take 
advantage of the full page 

advertisement appearing in 

The Saturda Evening 

Post of arch 20th, 

which is reproduced 
here. 








When writing to advertisers please mention Boot anp SHos REcORDER 















March. 20, 1926 


paints in polychrome effect, soft reds 
and greens predominating. -Seen 
through the bars of the window is 
a green panel painted in pasticcio 
landscape _ effect. Green mats, 
throws and drapes are used to carry 
out the color scheme, and in some 
windows chairs and stools are up- 
holstered in green. 


Thatcher Out of Business 


The Thatcher shoe store, for 
twenty years a landmark in Detroit, 
has gone out of business, the stock 
being sold to Crowley, Milner & Co. 
In announcing the sale of this stock 
the latter firm states: “This store 
regrets losing the Thatcher shoe 
store as a competitor,” but since it 
must discontinue business we are 
proud to be able to offer this fine 
stock to the women of Detroit.” 








New Men’s Store 


Grenier, Inc., is a new men’s shoe 
store at 424 Woodward Avenue. 
The business is owned by Charles 
Grenier, who conducts Charlie’s Boot 
Shop, Monroe Avenue. A. L. Woltz, 
manager of the new store, was 
formerly with Chisholm’s Boot Shop. 


Dusky with Lubin’s, Inc. 


Godfrey Dusky, for the past nine 
years with Alfred Ruby, Inc., has 
been appointed manager of Lubin’s, 
Inc., 1526 Washington Boulevard. 
Mr. Dusky is well known in Detroit 
shoe circles and brings to Lubin’s 
a wide experience in the shoe busi- 
ness, embracing all its phases from 
manufacturing to retailing. 


Shoe Cafeteria Cleans Up 
Odds and Ends 


Disposing of short lines bothered 
the Holland Shoe Co. of Tulsa as 
it does most merchants. Mr. Hol- 
lard’s solution was the opening of 
a shoe cafeteria in a vacant room up 
over his store. Here he advertises 
“Shoes from $5 down.” Merchan- 
dise is displayed on the ledges, 
while the stock is kept in the shelv- 
ing as in a regular store. The 
theory being that customers look- 
ing for the cheaper shoes are more 
apt to go to a place where they 
know there are no high prices than 
to a room where all prices are 
shown. Prices down stairs start at 
$7, running up to $10. Tag ends 
from the regular stock are sweet- 
ened up with jobs in regular run 
of sizes, so that shoppers in the 
cafeteria are assured of a complete 
assortment of styles and sizes. 
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*Frisco Merchants Hold Spring Opening 
































AN FRANCISCO’s shoe stores 
joined in the coast city’s second 
annual cooperative spring opening 
January 27 to March 3 when fash- 
ion’s newest fancies were formally 
revealed with the unveiling of beau- 
tiful window displays of new mer- 
chandise. Not only were the much 
elaborated and plainer types of 
parchment, sauternes, grays and 
patents featured but the extraordi- 
narily warm weather that accom- 
panied the opening gave one or two 
dealers courage to include a gener- 
ous showing of whites in their dis- 
plays. 
Fifteen of San Francisco’s better 















stores who cooperatively own and 
publish the Shopping News, issued 
an extra four page rotogravure sec- 
tion to mark the opening. Sommer 
and Kaufman used a single picture 
to feature the idea of buying two 
pairs of shoes, one of patent leather 
for morning wear and the other of 
fantastically mottled snake skin for 
afternoon with a picture showing a 
pretty girl changing her shoes. The 
caption. read: 

“A quick fashion change from 
dainty patent leather forenoon 
pumps to smartest snake skin strap 
effects for afternoon wear.” For 
sportswear leopard skin oxfords 
with harmonizing hose were pre- 
sented. 

In the rotogravure section, the 
Frank Werner Co. showed for after- 
noon wear a model that seemed to 
epitomize the decorative spirit of 
spring footwear in the Harlequin, a 
model of sauterne and parchment kid 
with semi-circular appliques of con- 
trasting colors. And since half the 
fashionable woman’s world goes 
femininely clad, the other half must 
be fashionably tailored. To com- 
plete the tailored costume Werner’s 
showed oxfords of dark tan calf 
with blonde calf tops. 


New Shoe Stores 


M. V. Moore Co., 45 Patton 
Avenue, Asheville, N. C. 

Henry C. Lytton & Sons (The 
Hub) Evanston, III. 

John L. Ferree, 356 N. Water, 
Decatur, III. 

Inter-State Produce, Mammoth 
Springs, Ark., shoe department. 
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BARBOURWELT AGAIN NEXT SEASON! 


Every live shoe retailer in the United States has 
shared in the business developed and stimulated 
by National Advertising of shoes made with 
BARBOURWELT. 











Over Eight Million Pairs of shoes of this con- 
struction have been so/d; and your customers are 
becoming better acquainted with the merits and 


advantages of BARBOURWELT daily. 








Lay your plans now for next season. Include in 
your stock several numbers made with BAR- 
BOURWELT, and be sure that it is GEN- 
UINE one-piece sole-leather BARBOUR- 
WELT. Accept no 
substitutes—318 man- 
ufacturers of fine shoes 
are ready tosupply 
you with the GENU- 
INE product. 












i 
; 

















Write for our booklet: 
“What BARBOURWELT 
does for your shoes.” 
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Up-to-the-Minute Styles 
For Late Buyers— 


Going to be the biggest Easter in years,— 
or I’m no guesser. A styleful, colorful, 
profitable Easter for the dealer who has the 
styles they want. If there’s any doubt 
about your readiness — call ‘Western 
Union” NOW. We'll do the rest. 


Special, from 
Geo. M. Rosen 


Madelyn 


Parchment Kid, with Ivory 
Lizard, 17/8 Spike — Cuban 
eels, and C 
Patent, with Blond Lizard, 
Spike and Cuban. B and C 
All White Cab. Spike and 
Cuban. B and C 
White with Lizard Trim, Spike 
eel Only. 


B, 3-8; C, 2%-8 


$3.60 





AL WFO 'OTereye | 


SHOES“ BOYS 








Active styles for active boys — that’s what 
you’ve been getting from Teeple— and with 
our “Mighty Good” line for spring you'll get 
quicker action than ever. Teeple puts the 
“turn” in turnover. 


Marie 
Patent, with Grey Lizard, 
Spike and Cuban Heels 
Patent, with Blond Lizard, 
Spike and Cuban Heels 


Parchment Kid, with Ivory 
Lizard Trim, Spike and Cuban 


Heels 
Grey id, with Grey Lizard, 


pike x f 
Sethe: A. C4 C, 2%-8 
Cuban: B, 3-8; 
Cc, 2%-8 


$3.85 


Style No. 60 
GINGER TAN CALF 


Youths’ B C D 
Little Men’s C D E 


Style No. 58—Same in Black 


Style No. 54 
DINTY TAN KIP 
(Crepe Sole) 


Martha 


Patent, with Grey Lizard 
Trim, Spike ABC 
Patent, with Black Lizard 
Trim, Spike ABC 
Patent, with Blond Kid Trim, 
Spike ABC, Cuban BC 


$3.60 


Blond Kid, with Golden Bro. 
~~ Trim, Spike and Cuban 


ike and Cuban 
a White kid, Spike Only 
A, 4-8; B, 3-8; 
, 2%-7 


$4.00 
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And many other patterns not listed. 


? MERCHANTS SHOE CO. 
: Womens Shoes of Consistent Style 2uality 











$7 Lincoln Street, Boston,Mass. 
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Style and More. Style 


With the Lynn trade, it’s style and 
then more style. Shoes without 
style are wanted no more than is 
a stem without its flower. This looks 
like a fairly good summary of the 
way things go with Lynn just now. 


More Summer Orders Coming 


Shoes for early spring and Easter 
are out of the factories, deliveries 
having been made on time, or ahead 
of time. Production is well ahead 
of a year ago. 

The cutting of advanced orders on 
summer shoes, especially whites, is 
well under way. Manufacturers are 
expecting a volume of orders for 
summer shoes, to be placed by 
merchants after they sell off their 
Easter shoes. 

A Ben Hur Sandal 

An innovation in sandals, called 
the Ben Hur, is being developed by 
the United Shoe Pattern Co. It is 
named from the famous motion 
picture. 





Zebra Stripes 


A new patent leather shows zebra 
stripes in gold, silver, blue, white 
or other colors. Some Lynn makers 
are using it to good advantage for 
covering heels. 


Another Crossword 


Another patent stock is finished 
in a baby crossword pattern, the 
lines being in colors. It is used for 
appliques, bandings or overlays. 


New Ideas in Whites 


Merrill, Porter Co. are making 
white shoes, and patent and satin 
shoes, chiefly in slim strap patterns. 
White shoes, of kid, have thin under- 
lays, of delicate shades of blue, green 
or black. Patent, or satin shoes, 
have slender appliques of black, gold, 
silver or gray. 

Murphy, Gorman & Waterhouse 
have Chesterfields, a novel version of 
black and white. These shoes, 
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Manufacturers Coming to End 
of Spring Shoe Runs 


Business Is Still Active 


mostly pumps, are of Chesterfield 
grain calf. The grain of this leather 
is a ripple of thin lines. It is col- 
ored brown, black and white. 
Mitchell, Welch Co. are making 
all white shoes, and white shoes with 
novelty trims. Trims are appliques, 
inlays or overlays of reptile grains, 
or pastel shades of kid. Patents and 
satins, made by this firm are 


delicately trimmed. Some anklettes, 
carrying low wood heels, are selling 
well. 








Business Still Sound 


Sharp breaks in the security 
markets and important de- 
clines in commodity prices, the 
outstanding developments in 
the business world recently do 
not lead to the inference that 
general business has entered 
upon a decline, in the opinion 
of Col. Leonard P. Ayres, vice- 
president of the Cleveland 
Trust Company. Colonel 
Ayres, who is one of the coun- 
try’s outstanding economists, 
in the bank’s March bulletin, 
supports his contention as fol- 
lows: “Building construction, 
the automobile industry and 
iron and steel continue to con- 
stitute the supporting tripod 
of the present prosperous 
phase of general business, and 
all three great industries are 
operating at close to high 
record figures.” 








A “Won’t Scratch” Bottom 


Some Lynn manufacturers are 
developing a new hard finish for 
bottoms of shoes. They do not guar- 
antee that it will not be scratched 
as women try on shoes in stores. 
But they believe that it is less likely 
to show scratch marks than do com- 
mon bottoms. 

This new finish is had by the use 
of a hard wax. The wax is worked 
into the leather with one brush, and 
is brought up to a polish with an- 
other brush. 











New Leather Firm 


White Bros. Leather Co., Peabody, 
was incorporated last week by Bar- 
rie M. White, Gordon K. White and 
Cecil E. White. The White brothers 
are of the famous White family of 
tanners. The new company is 
starting to make colored leather in 
one of the Beebe tanneries on Pier- 
pont Street, Peabody. 


Visited Benz Plant 


The shoe and leather class of the 
Boston continuation school visited 
the Benz tannery in Lynn last week, 
and observed the making of colored 
kid leather. 


CINCINNATI 





Tom Cahill in East 


Tom Cahill, of the Cahill Shoe 
Company is now in the East show- 
ing a line of French ties in colored 
kid combinations. 


Much Business “Hatched” 


John Hatch, who covers Florida 
for the Cahill Shoe Company, mak- 
ers of the “Cahill’s Catchy Crea- 
tions,” is sending in a large volume 
of business from his headquarters 
at Tampa, Fla. John’s orders are 
principally for whites and parch- 
ment shade of kid and light calf 
skin. 


Mrs. Richard Dead 


Mrs. Louis Richard, wife of Louis 
Richard, who covers Chicago and 
some Southern states for the Roth 
Shoe Company, died last week at 
Memphis, Tenn., following an opera- 
tion for goiter. Mr. Richard is well 
known and very popular among mem- 
bers of the trade and his many 
friends grieve with him in his loss. 


Roth to Take Vacation 


Mr. and Mrs. L. S. Roth are at 
White Sulphur Springs, W. Va., for 
a ten days’ vacation. Mr. Roth is a 
member of the Roth Shoe Company. 
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The Princess Aquila 


A model that is beautiful with the sim- 
plicity of beautiful line; with a dainti- 
ness that reflects the daintiness of its 
wearer and a charm that accentuates her 
own charm. 


This example is of patent leather, gray 
kid trimmed. It carries a 20/8 heel. 
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MILWAUKEE | 


Nice Spring Business 


Milwaukee shoe factories report a 
nice spring business this year, and 
seem very well satisfied with the 
results of the season so _ far. 
Women’s shoe factories have been 
especially busy filling orders for 
Easter business, but men’s and chil- 
dren’s shoe manufacturers have also 
been working at a very good rate 
this month. 

The B. B. Shoe Co., manufacturer 
of women’s popular priced shoes, has 
been exceptionally busy, according 
to a report from this-firm. The 
factory has been working several 
evenings a week getting out orders 
for Easter business, and it is 
thought that all women’s shoe fac- 
tories are working at capacity at 
the present time. Colored kids re- 
main the outstanding feature of the 
season, and no change in popular 
patterns is anticipated until summer 
trade sets in. 

“Work is going along in nice 
shape at our factory for this month,” 
stated J. C. Johnson, sales manager 
of the Nunn, Bush & Weldon Shoe 
Co., manufacturer of men’s dress 
shoes. “Our spring business has 
been good. Our salesmen have not 
started out on the road as early as 
we had anticipated this spring, and 
many did not leave until March 15, 
but they are now out after orders 
for fall delivery and for stock ship- 
ments.” 


Light Colors for Men 


Mr. Johnson stated that light 
colors have been going strong for 
spring, and that as usual in a light 
season there has been a good pro- 
portion of black. The better grade 
shoes are showing 2 marked trend 
to conservative toes and conservative 
trimmings in contrast to the wide 
toed, heavily trimmed styles in 
lower priced numbers. Nunn, Bush 
has had an exceptionally good trade 
on sport shoes from southern locali- 
ties, especially Florida and along the 
coastline, but there has been little 
interest shown in sport types in the 
interior, Mr. Johnson states. 

“Business has been good, with a 
big demand for young men’s styles 
in dress shoes,” said Robert J. 
Dempsey, sales manager of the 
Weyenberg Shoe Manufacturing Co., 
manufacturers of men’s dress shoes 
to retail at $5 and $6. “Light 











shades and fancy patterns have been - 


in greatest demand, and blonds have 
been very strong. Our spring busi- 


ness has shown an increase over 
that of last year, and we are very 
optimistic about the outlook for the 
remainder of the year. Our mail 
orders are increasing, which indi- 
cates that retailers are beginning to 
do some business on spring lines.” 


Leaves for Trip 


W. A. Kiessling, salesman for the 
Copeland & Ryder shoe firm at 
Jefferson, Wis., has left for a trip 
through Michigan territory accom- 
panied by his son, William E. 
Keissling. Upon their return from 
the trip, the son will be assigned to 
a position on the regular sales force 
of the Jefferson Shoe Company. 
Other salesmen of the firm also left 
for their territories shortly before 
the middle of the month. 





A Shoemaker at 100 


William Foster Whitney of 
Lynn, is probably the oldest 
shoe man in the country. He 
was 100 years old March 11. 
He learned shoemaking when 
Van Buren was President. 
That was 80 years ago. He 
made shoes for more than 60 
years and then retired. He 
has seen machinery take the 
place of hand shoemaking. He 
has seen the steam railroads 
take the place of stage coaches 
and the development of the 
telephone, radio and automo- 
bile. 

He says that there is a lot 
to see and enjoy in the world 
if one will take time to live. 


























Strike Closes Plant 


Shoemakers in the Olson Shoe Co. 
factory at Chippewa Falls, Wis., 
walked out on strike because the 
management of the factory refused 
to recognize a committee of the 
union. The company has closed its 
doors indefinitely, and floor stock 
will be used to fill orders as long 
as it lasts. Rush orders will be sent 
to other factories. 


Credit Men Meet 


An address on “The Relation of 
the Credit Man to the Attorney” was 
the subject of an address delivered 
before a meeting of the Milwaukee 
Shoe Credit Men’s Association by 
R. H. Peterson, Milwaukee attorney. 
An interesting program arranged 
for the meeting drew a very good 
attendance at the dinner meeting 
held at the Shorecrest Hotel. Mr. 
Peterson criticized the statement 
that there were too many laws, 
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pointing out that these laws made 
definite rulings regarding contracts 
so that there could be no misunder- 
standing. This fact made the work 
of the credit man easier, he said. 

A. Seidenspinner of the Northern 
Furniture Co., Sheboygan, and of- 
ficer in the State Credit Men’s Asso- 
ciation, spoke on fire prevention. 
Miss Ada Wood, a member of the 
association, told of her trip to Cali- 
fornia. D. L. Sawyer, president of 
the Milwaukee Shoe Credit Men’s 
Association, told of the trip he made 
to Florida during the latter part of 
February, giving his views of pres- 
ent conditions there. 

A resolution was passed inviting 
the Chicago Shoe Credit Men’s Asso- 
ciation to a joint meeting in Mil- 
waukee in May or June, the date to 
be set by the Chicago group. 


————————— 


HAVERHILL | 


Styles Keep Moving Along 


Early spring and Easter shoes are 
out of the factories, and manufac- 
turers are moving easily into sum- 
mer lines, with gradual changes 
in styles as the summer season 
comes on. 

Production of shoes in Haverhill 
for the first three months of this 
year is ahead of productions for the 
corresponding period of last year, in 
numbers of pairs as -well as style 
value. Payrolls in Haverhill shops 
touched, this spring run the highest 
point of any period since inflation 
days. 





Business Satisfactory 


A satisfactory volume of orders 
for shoes for late spring and early 
summer is on hand, and a consider- 
able amount of buying is expected 
after retail merchants have sold off 
their stocks of Easter goods. A con- 
siderable amount of Haverhill’s 
business is with firms who play the 
quick style game, and who are 
neither too far ahead nor too far 
behind the pace of seasonal changes 
in styles. 


Color Is Style Essence 


Colors continue the essence of 
styles, Haverhill firms keep on with 
popular kids, and with the reptile 
grains. Blacks, like patents and 
satins, are in new favor, and the 
cutting of whites for summer has 
started. One fashion report tells of 
a vogue of black and white in ap- 
parel for the coming summer. This 
will favor shoes of patent and satin. 
Of course, there will be plenty of 
gay colors. 
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ELL MoReE SHOES! 


With the 


Recorder Window Card Service 


—— PER MONTH 


Buys a 


Monthly Window Show Card Service 


BEAUTIFUL HAND DESIGNED BLANK 
ART MAT CARD INSERTS 50 PRICE 
FRAMES EACH MONTH TICKETS 


and the 


RECORDER MONTHLY MERCHANDISING BULLETIN 
$30.00 Per Year if Paid in Advance 





O 


FOR LARGER WINDOWS 


$) : 00 PER MONTH 


BEAUTIFUL HAND DESIGNED BLANK 

ART MAT q 6 CARD INSERTS 5 PRICE 

FRAMES MONTHLY TICKETS 
AND THE 


RECORDER MONTHLY MERCHANDISING BULLETIN 
$45.60 if Paid in Advance . 








O 


ORDER NOW! ore oo 


Recorder Show Card Serv 
Room 607, 189 West Madieon St., 
Chicago, Tl 
Please quter | our order for the RECORDER 
SHOW CARD SERVICE for one year 
from this date. We agree to pay you 
The Recorder Show Card niyo deen 
e eco er Ow ar We carry Men’s, Women’s and Children’s 
Shoes and Hosiery. 

~ 4 e (Cross out lines not carried). 

ervic We pao TE a (Grey) (Bronze) Mat 
board fram 
Letter our name on the mats as per 


Room 607 189 W. Madison St. copy attached to this coupon. 
Chicago, Ill. 
Just Mail the Coupon => 
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Lasts show no radical changes, 
but patterns bring some new designs 
most every day, chiefly the pump 
styles, such as opera or D’Orsay or 
like models with jewel-like trim- 
mings or novelty straps. There are 
also some center ties. 


Gain for Quality 


This Easter run on Haverhill 
shoes shows a gain for quality, that 
is, the betterment of the shoes by 
the selection of choice leathers, and 
the refinement of the details of work- 
manship. 

1500 Wood Heelers 


Fifteen hundred persons are em- 
ployed in the wood heel industry of 
Haverhill, according to the latest 
figures. This does not include the 
shoemakers who attach wood heels 
in shoe factories. 


Lessons in Fancy Stitching 


A Haverhill expert on stitching 
shoes is giving private lessons in 
fancy stitching to Haverhill stitch- 
ers. The lessons are at so much per 
lesson. like lessons in piano playing. 


Competing for Help 


Builders of automobile bodies, in 
the Merrimac Valley towns, are run- 
ning overtime, one shop being on a 
schedule of 24 hours a day. These 
automobile body factories are com- 
peting with Haverhill shoe shops for 
skilled workers. 


Jewelry for Shoes 


Dalrymple-Dudley Co. are steadily 
going on with their efforts to lift 
shoes from just footwear, to apparel 
for adornment of the feet, for they 
are constantly designing and pro- 
ducing new jewel-like ornaments for 
shoes. The idea is older than Egypt. 
But it is going this season stronger 
than ever. 


Black “Silk” Leather 


Haverhill firms are considering a 
new black silk leather, which is a 
reminder of the black silk dress that 
was once the height of fashion. - 

This leather has a silk grain, and 
it is colored a silky black. A varia- 
tion on this leather provides for an 
overlay of a lace pattern embossed 
on the leather, to give the effect of 
black lace over black silk. 


| BROCKTON | 


Blonde Soles and Heels on Men’s 
Shoes 


Blonde soles and heels are the 
latest in the sport line, being of 
fiber composition to match the blonde 
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calf uppers in the new golf or 
Charleston oxfords, which are be- 
ing produced on a big scale by local 
manufacturers. So extensive has 
one firm engaged in the nude shoe 
production that it has contracted for 
the entire output of the tannery 
which supplies its stock. Most of 
the leather soles on the nude shoes 
are finished in a rich brown. The 
fiber soles are smooth tread or 
ribbed or washboard with the heel 
to match in a spring scarfed effect. 


Jazz Laces in Favor 


Laces will be used to give a touch 
of jazz to many summer shoes, Lo- 
cal firms are using combinations of 
black and white in black and white 
sport oxfords, tan and white in tan 
and white oxfords and a zebra ef- 
fect in black and mahogany. A re- 
vival of the checkered ribbon laces 
of over a decade ago is also noted. 











PABLOREDS 
FOOTWEAR 





1 Hazelwood Calf, tip, foxings, straps 

and heels, tan pleid suede inlay. 

2 Hazelwood Calf, tip, foxings, 

straps and heels, buff imitation 
inlay. 





HENNING 
Boot Shop 


575 Madison Avenue 


NEW YORK , 
BUY INDIVIDUAL FOOTWEAR AT AN EXCLUSIVE SHOP 


PALM 
BEACH 





The type of advertisement that 

Henning, New York, is using in 

the newspapers. The “tailored” 

idea is caried out in the set up of 
the advertisement 


Darker Shades for Fall 


A trend away from the extremely 
light tans toward medium light 
shades is expected in fall shoes. The 
lighter shades will be less popular 
and will be eliminated to a great ex- 
tent while there will be an increas- 
ing demand for medium shades of 
tan in the opinion of local style men. 
The lighter shades, known by such 
names as Florida, Miami and Yel- 
lowstone, will not figure in the fall 
output they say. 


Broad Toes to Return 


Broad toes will lead the way again 
in men’s fall shoes, according to 
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present indications, despite the feel- 
ing which has prevailed that a modi- 
fication would come, making the 
broad toes less desirable for the mer- 
chant and consumer. In the spring 
and summer shoes there was a de- 
cided trend away from the extremely 
broad and square toe toward a 
medium broad toe, but because a good 
many firms found a demand for the 
wider models notwithstanding, con- 
tinuance of them this fall is certain. 


Big Trade in Lightweights 


Conrad Shoe Co. is among the 
biggest manufacturers of summer- 
weight oxfords. The concern was 
alive to the possibilities of increas- 
ing business and during last year 
made 15,000 pairs of the then new- 
fangled footwear. Already the firm 
has made and shipped 50,000 pairs 
this season, however, and is still re- 
ceiving orders on this type of shoe. 
The gain has been gratifying to offi- 
cials of the company. Three sum- 
merweights are stocked, two in tan 
and one in black. 


Quigley Finds West Booming 


D. Frank Quigley of the Conrad 
Shoe Co. has returned from a West- 
ern trip during which he called on 
the trade in the Middle West and 
on the Pacific Coast. Mr. Quigley 
observed greater optimism on the 
coast and while conditions did not 
appear as bright in the Middle West 
the severe weather seems to have re- 
tarded business there and improve- 
ment is probable, he says. Cali- 
fornia found favor and afforded the 
pleasure part of a business and 
pleasure trip. 


Two Golden Anniversaries 


Golden anniversaries will be ob- 
served this year by two local 
shoe manufacturing companies. Both 
the W. L. Douglas Shoe Co. and M. 
A. Packard Co., will have been in 
existence 50 years this year. The 
Douglas anniversary falls on July 
6 and the Packard jubilee in April. 
E. T. Wright Co., in the neighbor- 
ing town of Rockland, also has a 
golden anniversary this year. Geo. 
E. Keith Co. and Stacy, Adams Co., 
Inc., were outstanding firms in the 
50-year class last year. 


Ted Mendall Moves 


“Ted” Mendall of the Geo. E. 
Keith Co. selling force, has taken up 
residence with his family in Peoria, 
Ill., in order that he might be in his 
territory. Mendall is a former 
Middleboro boy and with his brother, 
Ralph, performed creditably for the 
town on the baseball diamond. 
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BROCKTON, MASS, 
Address all communications to the factory 























M.A. PACKARD CO. Makers 
———___ BROCKTON 





NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 
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Wise Benevolent Associa- 
tion Holds First Dinner- 
Dance 


The Employees Benevolent Asso- 
ciation of the Wise Shoe Co., operat- 
ing a chain of 14 retail shoe stores 
in New York, Philadelphia, Newark, 
N. J. and Baltimore, held its first 
annuaF dinner dance at the Waldorf 
Astoria Hotel, New York, on March 
7. The association was organized 
about six months ago under the 
guidance and leadership of Lawrence 
Schoen, secretary of the Wise Shoe 
Co. and chairman of the association’s 
board of governors. 

About 600 people attended the af- 
fair, among them _ representatives 
from prominent Brooklyn and New 
England shoe manufacturing con- 
cerns. In addition to the dinner and 
dance there was a splendid entertain- 
ment given by vaudeville stars, with 
Al Herman, well known black ‘face 
comedian, acting as master of 
ceremonies. 

Lawrence Schoen delivered a 
speech, giving credit for the success 
of the affair to the employees’ or- 
ganization and its officers, headed by 
President Steinberg, manager of one 
of the Wise stores. 

The benevolent association is or- 
ganized to help the employees of the 
Wise Shoe Co., individually as well 
as in general. A physician is em- 
ployed to look after the health and 
welfare of the individual members 
and a sick benefit has been estab- 
lished so that members who become 
ill will not be in need. Up to this 
point the organization has func- 
tioned with unusual smoothness and 
after the impetus of the affair at the 
Waldorf it promises to go on with 
increased vigor. The committee is 
now planning for another outing this 
summer. 

A. Schoen, president of the com- 
pany, who is in Europe, cabled his 
regrets at being unable to attend the 
affair. 


Butterfly Heels 


BostoN—Colored jeweled heels, 
in jet, green and yellow, forming a 
butterfly pattern, with buckles to 
match, are shown at the Thayer Mc- 
Neil Co. Boylston Street, shop. The 
price of each pair is $24, or $48 
the set. 

One of the attractive features of 
the Thayer McNeil Co.’s store is its 
windows. A recent window card 
therein read—“Be sure you choose 
the right shoe to wear with your 
gown,” 
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BRIDGEWATER 
WORKERS’ 
CO-OPERATIVE 
ASSOCIATION 


Factory, Bridgewater, Mass. 











Mews Hives 
HAND TAILORED 
HAND LASTED 


BION FReyno.ps Co-ne, 
BROCKTON, MASS. 








STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES! 
“They've Got to Be Stetson 
to Be Snappy” 


THE STETSON SHOE CO., Ine. 
South Weymouth, Mass. 








HENRY LILLY CO. 
88-90 Reade St. New York 


AUCTION TRADE SALES 


SHOES and RUBBERS 


Every Wednesday and Friday 











SNAPPY SHOES 
FOR YOUNG MEN 


Up to the minute Styles. Selling 
values unsurpassed. Priced to 
please. Investigate. 
CRAIG-REED & EMERSON, Inc. 
Brockton, Mass. 
Boston Office, 10 High St., Room 304 
New York Office—Marbridge Bldg. 











America’s Favorite 


NU-SHINE 


Restores Color 
Preserves Leather 
Beautifies Footwear 


Makes Old Shoes Look New 
THE NU-SHINE Co. 
Mkt. St. Reidsville, N. C. 








1c mark of 
reremdalelensiiia aie, 
r <1 Fare | Tom 


ALTERSON ¢ CO 
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PARISTYLE FOOTWEAR MFG. CO., mnG. 


“Chien Chicage Olen, Seearty Bi Bidg., ad ta a aS Se” 


HIGH GRADE MULES and D’ORSAYS 
Made of Satin, Ouilted Satin, Embossed 


Leather, Tinsel and Brocade 
Prices from $23.00 per doz. up e 





7 EST For the 
IB = he Trade. 


pe VER 


| setts and Novelty 
Kimone Sandals 


Write for Prices 
BEST-EVER SILPPER CO., Inc., BROOKLYN, N. Y. 








Forty ize 


The Quality 
feltman slope 





Sue ‘Shoe a. “Baltimore, Md. 




















DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 


122-124 Duane St., 











EMIL RUBLACK 
Maker of Artistic 

Price and Sale Tickets 

. Semples Mailed Free on 


140-142 WEST. BROADWAY 
NEW YORK 


Ne. 250, $2.50 per 100 ° Established 1903 
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Charles O. Emerson Is Dead 


Brockton, Mass. — Charles 0. 
Emerson, one of the founders of the 
Emerson Shoe Co., and for nearly 
half a century prominent in the shoe 
industry here, died March 14 at his 
home in this city, aged seventy 
years. 

Before his connection with the 
Emerson Shoe Co., he had founded 
the Emerson, Weeks Shoe Manufac- 
turing Co., established in 1880. In 
1889, he became junior partner and 
treasurer of the R. B. Grover Shoe 
Co. He continued to act in this 
eapacity until the firm dissolved fol- 
lowing a disastrous fire at the plant 
in 1905, and was reorganized as The 
Emerson Shoe Co. and moved to 
Rockland, Mass., its present location. 
During the World War, this firm 
was one of the leading concerns of 
this district in the manufacture of 
army shoes. 

Mr. Emerson was prominent in 
civic and social activities. He 
served this city as councilman, was 
a member of the Brockton Commer- 
cial Club, and Boston Athletic As- 
sociaticn. He was a member of 
many Masonic bodies, including the 
Knights Templar and the Mystic 
Shrine. 

Funeral services were conducted, 
with Masonic rites, at his late home, 
46 Greenfield Street, on March 15. 

He leaves a son, Charles O. Emer- 
son, Jr.; also two daughters, Mrs. 
James P. Keith and Mrs, Clark Wil- 
cox of Brockton, Mass. 


Goding Moving to New 
Factory 


The Goding Shoe Co., manufac- 
turers of men’s fine welts, Chicago, 
are building a model factory at 
Paris, Ill., and will soon transfer 
their operations to that city, devot- 
ing their business exclusively to 
men’s style welts to retail at $5, also 
a short, smart line of boy’s welts 
on the same principle to retail at 
$4 to $4.50. They will have about 
twenty numbers in the line—all to 
be carried in stock for quick de- 
livery. The new line will be based 
on a style appeal of lasts and pat- 
terns for both men and boys. 

‘The new factory is all on one 
floor, of brick and steel construction 
and will be about double the present 
capacity. Salesmen will be on their 
territories with the new line about 
April 15. 





N STOCK 
BLACK BALLET SLIPPERS 
Ladies’ 


BLOG SHOE CO., a) 
147 Duane St., New York. 








we, = 
aay TOES 


stock 


Send for 
Price List a a 


325 W. Monroe St., Chicago, IIL 











BALLAST SLIPPERS—IN STOCK 
of the unusual kind 


Style B162 Blk. Glazed 
er ente 


Child’ te 11—¢1. 
Siteese 18 wi i rt 
Wemen's, te 6—1.45 
SCHWARTZ & HERDER, Inc. 
Sp alists in jet Manufacture 
241 . 1ith Street - Philadelphia, Pa. 











“ELAM” 
Flexible Turn'Shoes 
For the Jobbing Trade Exclusively 


F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 
Boston Office, 183 Essex Street 














gt POSNER’s 
+ i Syoes 
™““WILL BUILD A BIGGER, 
AND MORE DEPENDABLE 
CHILDREN’S BUSINESS/ 
“Write for west Plan 


motu ee 











No matter what policy you may 
pursue in selling to the shoe 
trade, nevertheless, you need the 


Boot and Shoe Recorder 
All the Time 











gerieR WINDOW CARDs 


‘s., month a. 


RECORDER SHOW CARD SERVICE 


180 W. Uadison St. -Chicag 


Tra mes 








%. W. Gpdeos, Pres F. B. Jones, Treas. 
W. G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 


1 98 SOUTH STREET BOSTON, MASS. 








_The One: 
Waterproof 


; CREESE & COOK CO. 
Tanneries at Danversport, 95 














Colored 
Chrome 
Sides 


© Gicts i CUD, Yom. Botnins iBtons. 








est Virginia 


bo a many years seers some of 
it shoe manufacturers. 
Oru - ad ee Department 
est Virginia Pulp & Paper Company 
Detroit New York Chicago 











ATLANTIC PRINTING CO. 


Producers of Distinctive 
Shoe C gues and 
Shoe Booklets 














ARLE SHOE PATTERN ¢ Co. 
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Peters Bros. New Store in 
Oakland, California 


On March 6, Peters Brothers, who 
operate a number of fine shoe stores 
in San Francisco and Oakland, Cal., 
opened a new store at 1443 Broad- 
way, Oakland, at the corner of Fif- 
teenth Street. 

This is a remarkably handsome 
store, finished in walnut, interior 
and windows. The store is deep and 
has a very high ceiling, mezzanine 
balcony and all the light and air that 
could be asked for. 

An unusual arrangement of seats 
prevails. Instead of the regulation 
rows of chairs there are four chairs 
placed in a section, zig-zag fashion. 
This is a novelty that causes a lot 
of comment. Being an exclusively 
men’s store all the comforts for the 
male are provided, smoking stands, 
ash receivers, etc., and the patrons 
are invited to feel at home. 

This new store will feature “Foot 
Joy” shoes and Burt Packards as 
well as Peters Brothers own brands. 

Oakland shoe men attended the 
opening and welcomed the newest 
addition to the retailing interests. 
Many handsome floral pieces were 
sent by interested friends and the 
trade generally. 


Harrison Shoe Co. Rumor 
Denied 

Mark Twain’s famous telegram. in 
which he averred that reports of his 
death had been grossly exaggerated, 
has its counterpart in the report 
which has become current in New 
England to the effect that the Har- 
rison Shoe Co. of Boston has gone 
out of business. Not only is it a 
“gross exaggeration,” according to 
L. B. Clark, sales manager of the 
company, but there never has been, 
at any time, any discussion of the 
possibility of such a move. The 
Harrison Shoe Co., which manufac- 
tures boys’ Goodyear welt and Mc- 
Kay shoes, has been in business for 
twenty years and confidently expects, 
according to its officials, to be in 
business for twenty more. 


Fezler Again a President 


Day Fezler of Fezler’s Boot Shop 
was recently elected president of 
the Oklahoma City Kiwanis Club. 
This president business comes 
natural to Day, as he just served the 
Oklahoma Retail Shoe Dealers in 
that capacity. 
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Program Nearly Complete 
for Southern Convention 


ATLANTA.—The various commit- 
tees appointed by the Atlanta shoe 
dealers at the meeting recently held 
to arrange matters for the annual 
convention of the Southeastern Shoe 
Retailers Association to be held in 
Atlanta in April are getting actively 
at work, and during March expect 
to practically complete arrangements 
for the staging of the biggest shoe 
convention that has ever been held 
in the southeastern territory, ac- 
cording to Joe Steele, of the French 
Shoppe, of Atlanta, president-of -the 
southeastern organization. 

Ed Martin, of the Fred S. Stewart 
Co., states that the association has 
been unable to secure the Atlanta 
Auditorium for the holding of the 
style show, and that arrangements 
are therefore being made with the 
management of the Howard Theatre 
to hold the style show there, and 
that this will very likely be the scene 
of this year’s show. 

Frank Stevens, of the ladies foot- 
wear department of the George 
Muse Clothing Co., chairman of the 
committee on hotels and reserva- 
tions, states that dealers from all 
parts of the Southeast, and many of 
the northern salesmen, are begin- 
ning already to send in their reser- 
vations, and that everything indi- 
cates one of the biggest conventions 
the shoe men have ever held in the 
Southeast, so far at least as the at- 
tendance may be concerned. Prac- 
teally the whole of the Ansley Hotel 
has been taken over by the associa- 
tion for the three days of the meet- 
ing—Monday, Tuesday and Wednes- 
day, April 12 to 14. Headquarters 
for the convention will be at this 
hotel. 


A New Shoe Store 


BosTON—A new men’s shoe shop 
has opened at 212 Washington 
Street. This is the seventeenth 
store which the French, Shriner & 
Urner Corporation has in its chain, 
extending from the Atlantic Coast 
to Seattle. John W. Graham, for- 
merly of the Graham Shoe Co., is 
manager. His assistant, Fred Cor- 
coran, well known in the golfing 
world, has charge of the golf shoe 
department. This store is fitted up 
artistically with walnut paneling 
and concealed shelving. Smoking 
stands, plentifully supplied with 
cigarettes, emphasize the “men’s 
club” atmosphere. 
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The Style Trend for Spring 


_ Study of the style trend shows that black satin will compete with 
the light colored kid shoes for popularity. However, both must 
be enlivened by contrasting appliques to suit the wardrobe of the 
fashionable woman. 

We are showing below two models which are examples of the 
latest and best of the season’s footwear modes as to materials, lasts 
and patterns. 





In Stock Now 


1848 “Novelty” 


Women’s gumwood calf pump, Hollywood 
calf trimmed, single sole, 17/8 inch covered 
wood spike heel, imitation turn, Pageant 
last. AA 4-8, A3%-8, B 3-8, C2%-8. .$5.00 


1847 


1846 “Dulce” 
Women’s black satin pump, plain toe, silver 
patent leather trimmed, single sole, 17/8 
inch covered wood spike heel, imitation turn, 
Elegante last. 


1845 





Same in grey kid, sagewood calf whee Same in patent, champagne kid applique 
4.15 


and heel . 


ee : 








Visit the sales room nearest you located in the following cities: 


Portland, Ore. Cleveland, Ohio 
845 Sherlock Building | 237 Arcade Building 
Omaha, Nebr. Indianapolis,Ind. Knoxville, Tenn. 
406 Arlington Block Dennison Hotel St. James Hotel 
—— = In. Memphis, Tenn. Birming' Ala. 
406 Secu ty Building 227-8 Wintry Building 402 Tinede tae Bldg. 
Dallas, Texas New Orieans, La. 
219 Santa Fe Building 403 Tudor Building 


Cincinnati, Ohie Kansas City, Mo. Pittsburgh, Pa. 

68 Wiggins Block 817 Central 8t. Hotel Henry 
Raleigh, N. C. San Francisco 
Shepard Building Beilevue Hotel 
Seattle, Wash. Sacramento, Cal. 

@07 Terminal Sales Bidg. 


Capitel Hotel 
Detroit, Mich. Los Angeles, Cal. 
403 Lafayette Building 


& GENTRAL SHOE Go. ES} 


MANUFACTURERS 
ST. LOUIS, U. S. A. 
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3W’s LENOX SHOES 


IN STOCK AFTER MARCH 29th 


~~ 


PATENT LEATHER, ELASTIC © PATENT LEATHER 
FRONT GORE, STEP IN COLONIAL BUCKLE 





4502 Ohild’s, 8% to 11, Broadtoe 
Misses, 11% to 2, Broadtoe 6502 Misses, 11% to 2, Broadtoe 

:6508 Growing Girl’s, 2% to 6, Broadtoe 6502 Growing Girl’s, 24% to 6, Broadtoe 

/7508 Growing Girl’s, 2% to 6, Mediumtoe ; 7502 Growing Girl’s, 2% to 7, Mediumtoe 

/8503 Women’s, (Cuban Heel), 2% to 7, Mediumtoe i 8502 Women’s, (Cuban Heel), 2% to 7, Mediumtoe 


THESE TWO MODELS ARE THE HEAVIEST SELLING NUMBERS IN OUR PRESENT 
LINE—THEY ARE POPULAR BECAUSE THEY ARE DIFFERENT 


SEND FOR OUR NEW 


SAMPLES SENT AT OUR # 
’ EXPENSE . * ILLUSTRATED CIRCULAR 


4508 Ohild’s, 8% to 11, Broadtoe 


39 SOUTH SECOND ST. 











Eee € Fe FEF 


| The Popular an 


Fashion demands shoes for the boudbir 
as well as the street—or the dance hall. 
And there is a difference in boudoirs 


as in any footwear. Lines are graded, 
but my line is an over-the-top grade. 
Seeing my line you will very likely think, 
if you do. net say it, ‘‘there’s the platins 
and gold of boudoir valued.” 
Write for samples represe 
ing exactly the boudoirs 
which ordere are filled. 











2652—Brown GQ ‘ 
2651—Tan ) A' Ww GReEE ELEY ay 


Child’s, 8 $3.05 Men’s, 6-11 . 

Youth’s, 11 Women’s, 3- .00 
Boy’s, 2%-5% 3.85 Men’s and ‘Boys’ C & D; 
Women’s, B & D. 


With Heavy Plantation Crepe Soles 


With “Wescott” Soles, SOc above these prices; 
“Du Flex,” 25c below; Chrome leather (waterproof or 
plain), 50c below. 

Shipped in 10 days from receipt of order, 


True moccasin construction (the uper goes completely under 


the foot—hand sewed toe which will not rip), Elk up; 0 
year stitched outer sole. A very flexible, free fitting Sport Shoe. a 

Send for complete catalog, showing “‘Slippermox,” “Kiddiemox”’ . - at 

and “Golfmox” styles—many carried in stock. 


i oe 


Fn. | rr rr 


‘ Boston Salesroom, 72 Lincoln St., Room 33 Coming Soon! Watch for it / 


PEE ES EEE UES UY EE YEE ee} 
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New Ways to —— Footwear 


Tan Shoe 
= Price Card 











Ce. Unit 


A bold and 
striking ume. 
The lop of rhe 
Shaw/ and the 
silver shippers 
can be seen 
trom the outer 


edge of side walk 

















y Ztock: Gray Seppe wih, 
é reek Frirmmedh etges 0 2? pe "ab - 











_ Plain 
Silyer 





Changeable silk - p0td predomnating with 
rmulberry oe bape raped wer sla a ink Silver Slippers Face ofa driped Wack 


Trom The Fs rAd Wi ppers ef 








Qedd +s Shop - aod fal White Spanish 3 Sheol = 
ae rom hepard 


Units of window despsay = Some Goston stores - 


The unit of display may be the chief attraction in the window or it may be one of several similar units! 
so arranged that the effect of the entire window is one that the public enjoy. The shape and size of the window 
mean much in the planning and arranging of the showing. The illustration of the Spanish shawl from its 
color and height in the window is bound to be noticed and to get the attention that places the store and the 
showing deep in the memory of the window reader. In the placing of this shawl the window artist put it at 
the left of the window and swung his showing across and to the front, using a long decorative pillow near 
the base of the shawl, and then swinging to his low stands and show fizgtures. He also used a big red fan at 
one end of the pillow to make a splash of bright color. 

The other sketches illustrate some simple and effective ways of placing and of displaying the merchandise 
and are representative of one of similar units that are used by each merchant in the building of the whole 

window showing. 








mf + ext 
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; The Recorder’s Service experts have just completed the details for one of the most efficient and 
: simple methods of Stock Record keeping ever déveloped. 


' This new book will enable any merchant to keep accurate récords of his stock at all times. Rec- 
: ords that will make it possible for you to buy and sell better. 


The book will be printed on a cooperative basis in order that we may be able to keep the cost as 
low as possible. In order to make the $4.00 price the first printing must be for not less than 400 
books. 


Check for $4.00 must accompany the order for the book and you have the Recorder’s assurance that 
should the necessary minimum not be reached within the next sixty days that your original check 


will be returned to you. 


Order today. The book is a loose leaf book with a fine board cover and will contain a sufficient 
. supply of sheets for the average store and a supply of inventory pads. 


DELIVERY JUNE Ist 1926 


Boot and Shoe.Recorder = ““Drpanruenr 


189 West Madison St. Room 607 CHICAGO, ILLINOIS 
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Cagey Old Sam 
Johnson Said— 


“Knowledge is of two kinds: 
We know a subject ourselves, or 
we know where we can find the 
information upon tt.” 


If the Boor & SHOE RECORDER had paid Dr. Johnson to describe 
our Information Bureau, he could not have phrased it any better. 
We know a good deal about the shoe and leather business. We 
don’t know it all. _But we do know where to go for it. So you 
see we can answer practically any business question which may 
be troubling you. 


Easy or hard—old or new—any and all ques- 
tions receive a welcome and a studious con- 
sideration, Although this service is primarily 
for our subscribers—everybody anywhere is 
urged to put their problems up to the informa- 
tion Bureau of the Boor Aanp SHOE RECORDER, 
Boston, Mass. 


It’s free. 





Hesrae UR Hoth 


BUREAU MANAGER 


~¢ 


BOOT AND SHOE RECORDER INFORMATION BUREAU 








‘ 
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Sauterne Kid Strap Pumps, 
Parchment Satin Strap 
Pumps, Black Satin Strap 
Pumps, Tan Russia Calf 3 
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B384— $5.10 = 
oon No. B381—85.65 iC 
niece ent, inom Procen ss “> Eyelet Tie. Sauterne Kid Strap Pump < 
252 Last 17/8 Spike Lxv Heel (Wilson Process) = 
ae oe 273 Last 19/8 Spike Louis Heel {G 
AAA—4%-9 B—3 -9 %% 
—4 -9 C—2%-9 ~~ 

A—3%-9 D—4 -7 
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SEND 
SIZES 







URE 






Terms: 
Net 30 Days 











B386—84.60 
Tan siamese Calf 3 Eyelet Tie 











No. B391—84.75 






Black Satin Strap Pump { (Welt) 
' = a 275 L 9/8 Walking Heel 
’ 266 Last 16 Louis Lxv Heel Last = ae 
/8 Spike Louis Lav Hi ? Reptile Grain Saddle 





Black and White Trim 





abet : B—3 . AAA—4%-9 B—3 9 
AA— a $ AA—4 -9 53% 
43% 3 A—3%-9 D—4 






POT IROP ROB OM OOOO 


C. P. FORD & CO., leas Rochester, N. Y. 


bean’ bere = adi bam nell 


TAXIYENIY@NVaN aN axle 
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2 - Boys’ Goodyear Welts and McKays 43 
=; dn Stock . og - 


Xi fix 2 fp ? fF oo 
are oming Soon! Waton for it . / 


H 













Suellen 
ERROR in G. H. BASS CO. 


 _ No. 30, Lt. Tan Bal Oxford, Goodyear Welt, 
Rubber Heels, 125 last. 







2% to6 $2.60 Terms: 5% 10 days; Advertisement, March 6, is herewith 
1 to 2 2.45 corrected 
8 to 13%4 2.15 2% 30 days. . j 





No. 610—Brown Elk Crepe Sole 
Moccasin Oxford should have been 
priced $5.40. 


G. H. BASS CO.” 


WTR, MARE 


Other Goodyear Welts from $2.60 to $2.85, Boys’. 
McKays from $2.00 to $2.25, Boys’. Goodyear 
Stitched, Uskide Soles, from $2. 50 to $2.60, Boys’. 


Makers of Boys’ Shoes Since 1906 


HARRISON SHOE COMPANY 
204 picoriand Bldg. mea Mass. 
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STOCKTON, CALIF.-—Tout - Miller, 
wholesale and retail shoes, incorpor- 
ated with authorized capital of $250,- 
000. 

BRIDGEPORT, CONN.—Schneider & 
Fisher, shoes, etc., reported dissolved 
partnership — succeeded by M. 
Schneider. 

ATLANTA, GA.—Harry Edison (7- 
9 and 15 Decatur Street) (also 
branches) shoes, reported sold out 
Murray’s Cut Price Shoe Store at 15 
Decatur Street to Herman Gluck- 
man. 

. BELLEVILLE, ILL. — Hoerr-Adams 
Shoe Co. men’s and Boys’ McKay 
manufacturers, reported liquidating. 

WILMETTE, ILL.—Rafalski Zyg- 
munt’ (Wilmette Shoe Store) shoes 
and repairing, reported removing to 
2723 Milwaukee. ‘Ave., Chicago, Ill. 
‘ROCHESTER, IND. — Dwight A. 
Green, shoes, etc., sold out to J. D. 
Holman. 

BOWLING GREEN, Ky. — Samuel 
Moskovitz, shoes, etc.,. removed to 
New Smyrna, Fla. 

CHicaco, ILtL.—Ben Goldberg, 
(4536 S.. Ashland Avenue) shoes, 
ete., succeeded by Harry M. Seigan. 


Hyman Miller (128 E. 47th 
Street), shoes, etc., sold out to 
Arnold Unger. 


Harry M. Seigan (4522-8. Ash- 
land Avenue), shoes, etc., discontin- 
ed at above address—succeeded 
Ben Goldberg at 4536 S. Ashland 
Avenue. * ~ 
‘ W. B. Shoe Stores, Inc., shoes 
(39389 W. 26th Street) (4026 Mon- 
trose Avenue and 2806 Belmont Ave- 
hue), reported discontinued stores at 
4026 Montrose Avenue and 2806 Bel- 
mont Avenue: 
~- Boston—-F rances Lewis (wife of 
Sam) shoes, filed married woman’s 
certificate. 

WORCESTER, Mass.—Leather Co., 
leather, etc., recently incorporated. 

DETROIT, MicH.—James Jaskolski 
(7408 Michigan Avenue), shoes, re- 
moved to Dearborn, Mich. _ 

RENO, .NEvADA.—St. Pierre Ne- 
vada Shoe Co., shoes, reported clos- 
ing out branch store at 333 N. 
Center Street, known as the Boot 
Shop. 

BROOKLYN, N. Y.—Emery Boot- 
ery, shoes, incorporated, authorized 
capital $10,000. 

New York City.—-M. & H. Davis, 
shoes, etc., incorporated, with au- 
thorized capital .of $20,000. 





Raines & Osmansky, shoes, etc., 
incorporated with authorized capital 
of $5,000. 

Benjamin Staenberg (183 Spring 
Street), shoes, reported selling or 
sold out. 

Vincent. Faggella (184 Lincoln 
Avenue), shoes, and repairing, re- 
ported selling or sold out. 


Kassell-Shaff, shoes, etc., incor- 
porated with authorized capital of 
$6,000. 


NEw YorRK CiTy.—Max Wexler 
(581 2nd Avenue), shoes, reported 
selling or sold out. 

PEEKSKILL, N. Y.—Hattie Heller 
(804 South Street), shoes, etc., re- 
ported sold out. 

CLEVELAND, OHIO.—Max Simons 
(“Simons Shoe Co.”) (12308 Su- 
perior Avenue), shoes, reported suc- 
ceeded by Isaac Andorn. 

CLEVELAND, OHI0.—Wilson Pros- 
pect Co. (22 Prospect Avenue), 
shoes, etc., incorporated with author- 
ized capital of $10,000. 

NORTHUMBERLAND, PA.—Chester 
B. Herman, shoes, etc., reported sold 
out to W. J. Corbett. 

Oxford (and branch) F. E. Brown 
& Co., shoes, etc., reported sold out 
store at Oxford to Morris S. Gold- 
stein. 

PHILADELPHIA, .PA.—H. & H. Shoe 
Co.,. Inc. (27 N. 4th Street), whole- 
sale shoes, reported liquidating. 

BRECKENRIDGE, TEXAS.—The Tog- 
gery,: shoesy incorporated with au- 
thorized capital of $40,000. 

‘ SEATTLE, WASHINGTON. — Boyd 
Shoe & Rubber Co. (818 Occidental 
Avenue).::-€wholesale shoes and 
rubber goods), reported selling or 
sold out. 


Business Reverses 


SILOAM SPRINGS, ARK. — Smith 
Mercantile Co., Inc., shoes, etc., re- 
ported assigned. 

SACRAMENTO, CALIF.—M. Cohn 
(Klassy Booterie) (2904 35th 
Street), shoes, etc., reported asking 
general extension. 

ELBERTON, GA.—M. (Mrs.) Ber- 
man & Sons, shoes, etc., reported 
petitioned into bankruptcy. 

CHICAGO; ILL.—Morris Feinberg 
(11368 S. Michigan Avenue), shoes, 
reported assigned. 

GENESEO; ‘ILL.—Spiros Pekios, 
shoes, reported petitioned into bank- 
ruptcy. 
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DEs MOINEs, 
shoes, etc., reported receiver ap+ 
pointed. 


Fort Dopcr, la.—Abraham Bader’ 


(Bader Clothing Co.), shoes, etc., 
reported petitioned into bankruptcy. 

MASON CiTy, IA.—Ludeman Shoe 
Co., shoes, reported assigned. 

Boston. — Horace H. Norton 
(“Norton’s Shoe Store”) (545 Dud- 
ley Street), shoes, reported peti- 
tioned into bankruptcy. 

CHELSEA, MAss.—Jacob Kristal) 
leather, reported petitioned into 
bankruptcy. 

MARBLEHEAD, MAsSs.—Chase Shoe 
Co., shoe manufacturers, reported 
petitioned into bankruptcy. 

BROCKTON, MAss.—John A. Kars- 
zes, shoes, etc., reported assigned. 

LYNN, MassS.—Ross Leather Co. 
(60 Central Avenue), leather, re- 
ported petitioned into bankruptcy. 

DETROIT,: MicH.—Abraham San- 
delman (7018 Harper Avenue), 
shoes, reported meeting of treditors 
was scheduled for March 10. 

Charles Barnett (18021 E. Jeffer- 
son Avenue), shoes, reported peti- 
tioned into bankruptcy. 

Bobo, Miss.—O. H. Roberts, shoes, 
etc., reported petitioned into bank- 
ruptcy. 

GREENWOOD, Miss.—Crulls Shoe 
Store, shoes, reported petitioned 
into bankruptcy. 

St. PauL, MINN.—Arnold J. Nie- 
meyer, shoes, etc., reported offering 
to compromise at 50 per cent. 

ITTA BENA,. Miss.—Hammond & 
Gordin, shoes, etc., reported at 50 
per cent. 

CAMDEN, N. J.—James Roberts & 
Son, Inc. (540 Washington Street), 
shoe manufacturers, reported meet- 
ing of creditors was scheduled. 

PATERSON, N. J.—Tonelson Bros. 
(348 Main Street and 202 Graham 
Avenue), shoes, reported petitioned 
into bankruptcy. 

CoHoES, N. Y¥.—Frederick C. P. 
Gray, shoes, etc., reported petitioned 
into .bankruptcy. 

NEw YorK CiTy.—Edwards Shoe 
Corp. (offices at 15-9 Hudson Street 
and branches), wholesale and retail 
shoes, reported petitioned into bank- 
ruptcy. Reported offering to com- 
promise at 50 per cent. 

Morris Immerman. (2181 ist Ave- 
nue), shoes, reported meeting of 
creditors was scheduled. 

ELIZABETH ‘CiTy, N. C.—Joseph 
Mitchell, shoes, etc., reported peti- 
tioned into bankruptcy. 

NEWBERN, N. C.—H. M. Joudy 
(Mrs.), shoes, etc., reported peti- 
tioned into bankruptcy. 


Ia—lIsaac Tietz, 
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CLASSIFIED AND OPPORTUNITIES DEPARTMENT 

Recorder rates for space less than one-eighth ITION OR LINE WANTED—Four cents per word fer each 
page per issue: pg MY Wg TY 
Space 1time ‘7times i18times 2 times 63 times Ads under these Will be received at the Boston ofce of the 
1 in......$5.00 $4.00 $3.50 $3.00 $2.50 lication date. When advertisers Gosire answers 9 some is are 
2 in......10.00 8.00 7.00. 6.00 5.00 S, Slece” Wee chase tae les taemia Gen te 
3in......15.00 12.00 1050 9.00 7.50 tavertisement snd, paid, for accordingly, "When display space. ts 
4im..:...20.00 16.00 1400' 12.00 10.00 ee _ 


Payment in advance is required, except when regular advertisers, as amounts are too smal] to open accounts 
: Copy must be received at the Boot and Shoe Recorder, 207 South St., Boston, Mass., on 


Monday of the week of 
Otherwise insertion will 


be put over to the following week's issue. 


in order that advertisements be published same week. 














SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








WANTED 
Salesmen to carry as a side line 
one grip of men’s medium priced 
dress welt shoes, Western made. 

‘Line consists of six snappy 
young men’s styles in addition 
to fourteen staple numbers, all 
carried in stock. 7% commis- 
sion. Following territories open: 
Washington, Oregon, California, 
Idaho, Montana, Arizona, New 
Mexico, North and South Da- 
kota, Minnesota, Iowa, Mis- 
souri, North and Central Wis- 
consin, Illinois, Indiana, Ohio, 
western Pennsylvania and west- 
ern New York State. Address 
C-28, care of Boot and Shoe 
Recorder, 207 South Street, Bos- 
ton, Mass. 














SALESMEN WANTED 


To sell strong line Women’s me- 
dium priced novelty shoes, carried 
in stock. Liberal) commission 
basis. Excellent opportunity for 
right men. States wanted covered 
are Alabama, Arizona, Colorado, 
Idaho, Minn Montana, Ne- 
braska, Nevada, No. Dakota, So. 
Dakota, W. Virginia. 


Write Box C-36, Boot and Shoe 
Recorder Publishing Co., 207 South 
Street, Boston, Mass. 














= mn ar “hy Xn West 39th St., New 
. SALESMAN WANTED FOR yin Apy 
WEST VIRGINIA 
A Western Manufacturer of Men's 
— = ehoee to retail at $5.00, wan 
a en po — aa 
mmission, - 
fons” — established. Milwaukee Work Shoes 
selerences trom a rma he has a Several choice territories open. 
sented in bey Successful work shoe salesmen 
: please te giving full record. 
“ Adddreos Me Pest and. Shee STEVEN STRONG SHOE ©O. 
207 South Street, Boston, M Milwaukee, Wis. 





Expe 
backed up with dealers 
department. 


arrangements considered for a few sections 
Replies strictly confidential. 


SALESMEN WANTED IN SEVERAL TERRITORIES 
rienced men with pettewine, to sell the factory line of celebrated Kinder Garten Children’s Shoes, 


Ds. 
They all Ls specially treated flexible waterproof soles. Honestly made for over twenty years. Im stock 
On pone basis, or special somaneument will be made with high-calibre salesmen. Side line 


FARGO-HALLOWELL SHOE CO., 1701-1707 N. Robey St., Chicago, Ill. 








Men’s In-Stock 
Popular Priced Line 


Commission Basis with Small 
Drawing Account 


32 shoes at $2.60, $2.90, $3.25, $3.50. 
3 territories are open. —~ 


First—Northern Indiana, includ- 
ing small part of Ohio and 
Southern Michigan. 


Second—Greater New York City. 
Third—State of Texas. 


Address C-33 
care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 











PACIFIC COAST SALESMAN 
WANTED 


, High grade salesman for this ter- 
-ritory to handle a long established 
line of good Brooklyn turn shoes 
' retailing from $10.00 to $12. 
st be a live wire progaoer with 
aie blished business. .Give_ full 
particulars as to experience. Ad- 


dress N-544, care Boot & Shoe 




















SUCCESSFUL WORK SHOE 
SALESMEN 


Milwaukee work and dress shoe 
Have good proposition for big call. 
ber salesmen. te ving full 
record, also references. 


STEVEN STRONG SHOE CO. 
Milwaukee, Wis. 


























sad "Kentucky, Ie ~~ _.. Mi ippi, 
n en R ississ: 
— Norte and South Dakota, 
Virion ~~" pou Wisc 
a Address N- Me Boot 
Shoe Recorder, 239 W. 39th St. New York. 





SALESMEN to sell side line 
von fy A i ee — 


ticulars. 
Seclars’” 7. Pe cost commision aise 





SALESMAN for Mississippi and Louisiana. 
Travel by automobile. Stitchdowns, Mc- 
Kays, ngs, Hagerstown, Shoe & Legging 

Company, Hagerstown, Maryland. 





SALESMAN te - sell. popular. ot mig 
Turn Boudoirs (Leather 
kid and quilted ; i Also Soft lt and Hara Hasa 
Toe Ballets, ig ee Ang ar 5 
mS Namara, Haverhill, 


able side-line. 
Mass. 
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SALESMEN WANTED 


FOR RENT 


FOR RENT 





MAN wanted 
turer’s goods 
goods to the manufacturers of women’s shoes 
in Massachusetts, etc. Address with full par- 
ticulars, C-27, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 


IDE line salesman to carry top notch line of 
children’s and misses’ popular priced Stitch- 
downs. “This is a line in a class by itself and 
of proven merit. Several good territories open. 
Only men of proven ability and experience need 
. Address C-29, care Boot and Shoe Re. 
corder, 207 South Street, Boston, Mass. 








WANTED— Resident salesman for. Philadel- 
phia and Southern Jersey by a New York 
Wonen’s Novelty house. a4 proposition. 
Territory established. Good opportunity for the 
ees Shoe, Inc., 106 Reade St., 





SALESMEN wanted for Western and South-' 
jobbers and large 


ern a to sell to j 
retailers manufacturer making a fine line of 
Men’s and = Stitchdowns. Drawing 
s. Give full details in first 
letter. Aa C-32, care Sox and Shoe Re- 
corder, 207 South St., Boston, Mass. 








SALESMEN WANTED to carry our well 
known line of Infants’ Soft Sole Shoes and 
Mocassins and Infants’ and Children’s Turns 
and Stitchdowns in 1/5—4/8—8%4/11—11%/2 
in connection with present line. Desirable terri- 
tory open in New England and Middle at ~~ 
ern States. Pay high rate of commission. - 
Fe gen consid only from men with esta’ 
shed trade and record as quoqiecee. Give full 
(ertioaece ard references in first letter. J. J 
acMaster, Rochester, N. Y. 





Wa semen to call on Stitchdown 

obbers and large retail trade for Pacific 
Gansk Must be first class and experienced 
man. Jefferson Shoe tt Co., Inc., 255 Clas- 
son Ave., Brooklyn, N 





WANTED—An experienced shoe salesman to 
cover Northern Ohio and Southern Michi- 
gan for a Detroit wholesaler. References re- 
Son i Territory established. B. Marx & 

Inc., 300 Groswold Street, Detroit, Michi- 








SALESMAN—To carry short line highest . 


walking British —_ 4 Gents’ Golf Brogues and 
ing shoes, also boys’. Line is of highest 
quality and shoes are ‘uit on largest American 
lasts. High grade, rienced man, selling 
class trade only. mmission—Men’s 6%, 
boys’ 5%. Territory open—Minnesota, Wiscon- 
- -ichionn a Cereape roit), Nebraska, Towa, 
issouri, Kansas Oklahoma, 
yr hy Texas, Mississippi and Louisiana. 
is line has a ready sale and has been intro- 
luced in some of the above States. Please 
references. Apply John Winter & Son, far 
2221 Locust St., St. Louis, Mo. 


FOR SALE 


FOR SALE. Best a Bs Shoe Store in 
Muncie, Indiana. See F. B. Jones, 215 
West Seymour Street. Five Year lease on our 

















FOR RENT 


Plumb in the Center of New York’s Shoe District! 


A first class sales office and display room in the heart of the New York 
shoe district. Will rent this exceedingly desirable space for one substantial 
line or to two non-competitive houses. For details address 


B-944, c/o Boot and Shoe Recorder 
239 West 39th St., New York City, N. Y. 














FOR RENT 


Store room. 100% location in 
new theatre building in South 
Bend, Indiana. Occupancy about 
May first. Ideal for shoe store. 
Strictly modern. Room 12 by 40, 
first floor and basement. 


Address The South Bend Theatre 
Corp., 317 S. Michigan 8t., South 
Bend, Indiana. 











SPACE to lease for shoe department in one 

of South Jersey’s leading department stores. 
Splendid opportunity for live wire concern. In- 
quire Star ment Store, Bridgeton, N 








POSITION WANTED 


SS. +. doctor—with 16 
ales positi Ay fen fitti o Sad bebiy 
= where fine an 
know! of dense end actatmt. 
ties of the foot be valuable. _ own 


Rey equipment and Mscilition for manufac- 
of an exclusive line of Arch Supports, 
rge 





promotion work. 
and Shoe Recorder, 207 South St., 





AVAILABLE APRIL FIRST—Manager and 
buyer who for the past eighteen years has 
been connected with one of the largest retail 
cutlets in the country seeks new connection 
April first. Thoroughly versed in market_con- 
ditions and wt 1 necessities. Forty 
years of Address C-.39, care Boot and 
Shoe Reco ier, 189 West Madison Street, Chi- 
cago, I 





FOR SALE—Retail Shoe Store, established 
40 years. In Northern Vi nia citv. 20, 000 


dress C-34, care Boot and Shoe Recorder, 207 
South St., Boston, Mass. ‘ 





FoR SALE—Rubber Heels, 100,000 voles, 
Men’s, Ladies’ and Boys’ asso 

Forced to sacrifice. D. Silverman, 128 Myrtle 
Ave., Brooklyn, N. Y. 





rae ee toshing “for. for a &orvine Retail Shes 
re do not overlook opportuni 
creased tostacse 5 last 


passe. Store 60: stock about $8,500. 
‘erms. 


R. F. Woot, West boro, Mass. 














FOR LEASE 
SPACE to lease for 
department in 


ieee ea" Seee 
ton, Mass. 





BUYER available at once for women’s, chil- 
dren’s high and medium ie footwear; 
seven years well known sas City om. 
References if interested. Address =. C40, 
Boot and Shoe Recorder, 189 W. Madison St. 
Chicago, Ill. 








moe buyer and menage: 
sis high class shoe and 
wante roy connect with a. live Southern store. 
Good reference. Address C-41, care Boot and 
Shoe Recorder, 207 South St. Boston, Mass. 





experienced of women’s N. 
A‘ Chee fee the, Wholcealer-Joben wants och 
connection. Years of buyin, 
Novelty Ct one The tgraiahed 
- ca’ 9 
207 South St., Boston, Mass. pieemat 





Oe BUYER. having twenty years’ experi- 
S89 Geertment ¢ —, siordhendining, 


pA A 
pO gg X, tg. charactey and ably * yA 
Wo Madicgn St, Crease He” 


HELP WANTED 


PESPERTE ROOM FOREMAN WANTE 





CORDER, 207 SOUTH ST., BOSTON, MASS. 





LINE WANTED 


ANTED—A_ snappy line of McKays at 
popular prices for Chicago and vicinity, 
Reve e established trade and have maintained 
Chi office during the past twenty ire 
Satisfactory references if desired. Add 
C-31, care Boot and Shoe Recorder, 189 W. 
Madison St., Chicago, Ill. 











ANTED—A mooutostuege’s line of eles, 
youths’ gt little gents’ American W. elts, 

— grade, or a line of children’s, misses’; 
ing eirls American Welts or a line 

of 4a ants’ turns. 25 years on the road. Trade 
in Massachusetts, Rhode Island and Connecti-; 
cut. A —, = manufacturer preferred. Address 
_ care and Shoe Recorder, 207 South 
St., Kd Mass. 











BUSINESS OPPORTUNITY 








WANTED—SHOE FACTORY 
A Live Wire Business Men's Organisa- 
tion will co-operate + rid live Shoe 
Manufacturer in locati fa in 
Carbondale, Tilinois. 


Carbondale Business Mens’ 
on j 
Attention of J. F. Daniel i 











sa WANTED 


High Grade Shoe Man. Investment re- 
u An unusual 


red. opening for shoe 

rtment in a most exclusive y 4-4 

blished shop for Women’s 
Address Peterson’s Gray Shop, 
738 W. Tth St., Los Angeles, Cal. 














MISCELLANEOUS 























BOOT AND SHOE. RECORDER 





March 20, 1926 








MISCELLANEOUS 


MISCELLANEOUS 





MISCELLANEOUS 








CUT STEEL 
BEADED BUCKLES 


Exclusive Designs 
Reasonable 


Send for sample selection 
PumapetpHia SHoe Novetty Co. 


Manufacturers 
1210 Ne. 7th St., Philadelphia, Pa, 














_—SNAKES— 


Genuine and Imitation 
ALLIGATORS 


Exquisite Pastel Colors with 
Gold or Silver Veins 


LEATHER DE LUXE CO. 
47 West 34th St., New York 


“Largest Importers 
Novelty ‘Leathers” 














Milbradt 
Ladders 


made for 40 years 
by the original in- 
ventors. 

Made in all styles 
to suit any shelving 
condition. 

Get our prices before 
placing your order 


_Milbradt 
Manufacturing Co. 
’ 2416 ‘No. 10th 
ST. LOUIS, MO. 











ATTRACTIVE ) 
SHOE CARTONS 


AND , 
LABELS|' 
for the exclusive shoe trude 


PRICE-SERVICE-QUALITY 
THAT SATISFY 


\oe——_ _-®) 


‘ ' 
Ok Cane ee LSIVEL 
cian? © NSLS aaa 
>» LEXINGTON AVE 
BROORLYN NY 
UMEA ‘ R 


WINDOW 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 


933 Arch St. 
PHILADELPHIA 
Are Business Getters 
Send for Catalog and Prices 














H-W shoe store chairs give 
the utmost customer 
comfort in smallest space. 
Consult our store seating 
experts, without charge. 


Heywood “Wakefield 


EG. U.S. PAT. OFF 


Les Angeles, Calif. 


Baltimore, Maryland 
Bost Mass. New York, N. Y. 








Beaded Strap Ornament to substitute for 
strap or cover it. 
Findings Dealers Will Make a Prcfit 
On our lines of beaded ornaments. 
Write for details, samples 
and jobbere prices. 


Superior Shoe Ornament Works 
538 Howard Ave., Brooklyn, N. Y. 











BUCKLES--NOVELTY MATERIALS 
— BROCAD 


GOLD and SILVER KID SHOES ' 
renewed by AIGLON SHOE CREAM 





; 50c. a jar 
Ss. APRILE—IMPORTER 
61 West 50th St. - Rew York 











WANTED TO PURCHASE 








CASH PAID. 


‘or entire shoe stocks or surplus stocks 

if shoes or other merchandise. 

iwantity. Prompt attention given. 

KIRSCH-BLACHER CO., Inc. 

622-624, Broadway, New York, N. Y. 
i Phone Spring 1443 : 











CASH PAID 
for shoe stores or surplus stocks of 
shoes or for other merchandise. Leases 
taken over. We will send a repre-- 
sentative to investigate and make 
offer upon request. 


Cerf. Mercantile Co., Inc. 
591 Broadway, New York City 
Phone Spring 5160-5161-5162 








7 SHOE CARTON \ 


} 
>L 


shake Gp ohadel@herles 


| abels 





Wwholeas 
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MISCELLANEOUS. 


MISCELLANEOUS 














Metal Shoe Fitting Stools 
and Floor 
Mirros 





Made Only of Wood 


for all lines 


IMMEDIATE 
SHIPMENTS 
Send for Catalog 


‘S 
wee te THE CHICAGO 


621 N. Le Salle Street, Chicage, fll. 














WANTED TO PURCHASE 











THE NEW YORK EXPORT 
PURCHASING CORPORATION 
696 BROADWAY, NEW YORK, N. Y. 











Phone—Canal 6874 
WILL SLOW SELLERS FOR 
The advertis of the Boot and Shoe BUY | SURPLUS t eam 
der constitute an almost inexhaustible source ENTIRE STOCKS 
of information as to and what to buy. 


Bargains in shoes alway hand for 
qpesial cals and. bammete bassmente 

















i amie pf 


Coming Soon! Watch for it / 


el 
a 
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“The Place to Sell Hosiery Is the Shoe Store” 
THREE YEARS AGO “HOSIERY” 
started to preach that text to an audience 
of over 10,000 attentive shoe merchants. 
The sown seed is growing with amazing 
rapidity. All over the country shoe mer- 
chants are putting in hosiery depart- 
ments. Ea month the idea grows 
bigger. 

So we say to you—the place to sell 
hosiery easily, is to the shoe merchant. 
The Boot and Shoe Recorder, through this 
Hosiery section, offers a direct approach 

- to the most responsive group of hosiery 
buyers in the country. 


Beot and Shoe Recorder Publishing Company 
Beston, Mass. 
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Lowery with Peggy Lee 
B. H. Lowery has recently been 
appointed manager of the Peggy 
Lee Boot Shop of Oklahoma City. 
He is well known here, having been 
connected with one of the leading 
stores for the past seven years, 


Opens New Store 


STILLWATER, OKLA.—The Buster 
Brown Shoe Store opened here last 
week, under the ownership of B. B. 
Crook. A full line family shoe store 
will be operated, with special atten- 
tion being paid to the children’s 
department. 


Pike Opening New Store 

C. C. Pike is opening the P. V. 
Boot Shop at Guthrie, Okla. This 
is to be a women’s and children’s 
novelty store, with prices from $5.00 
to $10.00. Mr. Pike formerly had 
charge of the local Tuttle-Scott 
store. 


New Store in Muskogee 


A new store has just opened in 
Muskogee, Okla., selling high and 
medium grade men’s, women’s and 
children’s shoes under the name of 
The French Bootery. Louis E. West 
is the manager. 





Woman’s 2% to 8 $1.45 
Misses’ 1144 to 2 1.40 
Child’s 6 to 11 1.35 
WHITE KID We EXTRA 


IN STOCK 





a 2 0 a 
SHOE Fait G. CG 
Philadelphia, Pa. 
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Coming Soon! Watch for it / 
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BOOTS AND SHOES 


Alden, C. H., Abington, Mass 
Armstrong, D., Rochester, N. Y 


Bancroft Walker Co., 

Bass, Geo. H., Co., Wilton, Me 

Berkshire Footwear Corp., Holliston, Mass. 106 
Best-Ever Slipper Co., Inc., Brooklyn, N. Y. 103 
Blog Shee Co., New York City......... -- 163 


‘Bridgewater Workers’ _ Co-operative Ass’n, 
‘Bridgewater, Mass. 10: 


Brockton segreestive Boot and Shoe m 
Brockton, Mass. 


Brooks Shoe Mfg. Co., Phila., Pa 
Burdett Shoe Co., Lynn, Mass. ........... 


Central Shoe Co., St. Louis, Mo 

‘Churchill & Alden Co., Brockton, Mass. 

4th Cever 

Clapp, Edwin, & Sen, Inc., £. Weymouth, 
Mass. 

Colt-Cremwell Co., New York City 


Commonwealth ane & Leather Co., beeen 
man, Mase. 


Conrad Shee Ce., eanin Mass 

Craig, Reed & Emerson, Inc., Brockton... 
Creighton, A. M., Co., Lynn, Mass 
Cashman-Hellis Co., Auburn, Me. 


Diamond Shee Co., New York City 


@iam, F. 8., Shoe Co., Rochester, N. Y... 103 
Endicett-Jehneon Corp., Endicott, N. Y1.76-77 


Fisher, A., & Son, Lynn, Mass. 
Ford, Cc P., & Co., Rochester, aa 


Gardiner, H. K., Co., Pittsfield, N. H..... 
Greeley, A. W., Co., Haverhill, Mass 


MahBew, Ax Bi Cay coo. ccccvccvccccccesses 86 


Lape & Adler Co., Columbus, O 
Lilly, Henry, New York City 


Marathon Shee Co., Wausau, Wis 
Marion Shee Co., Marion, Ind. 


Posner, Dr. A., Shoes, Inc., New York City 103 
Powell & Campbell, New York City 


Reynolds, Bion F., Brockton, Mass 
Rice & Hutchins, Inc., Boston 
Richards & Brennan Co., Randolph, Mass. 102 


Schwartz & Herder, Inc., Philadelphia, Pa. 103 
Shaft-Pierce Shoe Co., Faribault, Minn.. i 
Shoe Specialty Co., St. Louis, Mo...... 
Smith, Wm. Sumner, Chicago, Ill 
Stacy-Adams Co., Brockton, Mass 

Stetson Shoe Co., So. Weymouth, Mass.... 
Swan Shoe Co., Baltimore, Md 


Teeple Shoe Co., Waupun, Wis.......... 


‘Thomson-Crooker Shoe Co., Boston 


United States Rubber Co., New York City. 
Front cover, 62 


Vaughan-Towle Co., Lynn, Mass. 


Weimer Wright & Watkins Co., rhomeutl 
phia, Pa. 


as - tamed Shoe Mfg. Co., Milwaukee, 
Wis. 33-34 


Wolfelt, Curt, Inc., New York City 
Woedbury Shoe Co., Beverly, Mass.... 


LEATHER AND OTHER MATERIALS 


Amalgamated Leather Co., Inc., 
delphia, Pa. 


Cedar Cliff Silk Co., New York City... 
Creese & Cook Co., Boston 


Evans, John R., & Co., Camden, N. J.. .40-4 
Foerderer, Robert H., Inc., Phila. Pa.... 
Jones, F. E., Boston, Mass 

Kepner, C. D., Co., Boston............++: « 


Leather De Luxe Co., New York City.... 11 


ae pa Leather Co., Boston and New 


Ohio Leather Co., Gerard, Ohio 

Quaker City Morocco Co., Phila., Pa 
Reenins. Fred, Leather Co., Fond du Lac, 
Seton Leather Co., Newark, N. J 


Skinner, Wm., & Sons, New York City... 78 
Standard Kid Co., Boston and New York.. 4-6 





West Virginia Pulp & Paper Ce., New 
York City 


FINDINGS AND SHOE STORE SUPPLIES 


Alterson, L., & Co., New York City 
Aprile, 8., New York City 


Chandler, W. K., Inc., 
Chicago Wire Chair Co., Chicago, IN 


Heywood-Wakefield Co., Wakefield, Mace.. 114 


a gd Frank C., Co., Inc., Breoklyn, 


Onken, Oscar, Co., St. Louis, Me 


Philadelphia Shoe Novelty Ce., Philadel- 
Dhia, Pa. .....cccccccvccces Cecccccccees 114 


Rublack, Emil, New York City 


Scholl Mfg. Co., Chicago, Il 
Segall & Sons, Philadelphia, Pa 


Success Furniture Corp., wad a and 
Kirkwood, Mo. ....cccsccccccests coosce O88 


outs ©  cemmnannes Werks, Brook- 
yn, ° 


Wizerd Lightfoot Co., St. Louis, Mo. .8nd Cover 


MACHINERY, LASTS, MFRS.’ SUPPLIES. 
DRESSINGS, ETC. 


Earle Shoe Pattern Co., Brockton, Mass. 164 
Nu-Shine Co., Reidsville, N. C. 


United Fast Color Eyelet Co., Beston 


Cooper, Wells & Co., St. Joseph, Mich... 0% 


MISCELLANEOUS 
Atlantic Printing Co., Boston, Mass..... 1 


= Ge Purchasing pares ane, 


Glauberg, Max, New York City 


Kalter Cerf. Co., New York City 
Kirsch-Blacher Co., New York Clty 


New York Export Purchasing Cerperation, 
New York City 


Tolman Print, Boston, Mass 
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574X PELHAM—Blond Calf Lace Oxford 
B 7-11, C, D, 6-11 


$5.75 
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$68X BOYLSTON—Imported Tan 562X ACE—Tan Calf Lace Oxford : 
S $5.85 : 
5 Our Golden Anniversary Style Catalog ¢ 
y has been sent to all Packard agencies. % 
5 Other representative dealers may have a * ' 
5 copy by addressing Dept. A. * qi 
S , 6|OU 
: M. A. PACKARD COMPANY 
: BROCKTON : : MASSACHUSETTS l 
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‘BOOT AND SHOE RECORDER 


LOST! cel —a Temper 












Farsighted retailers forestall vain 
regrets by insisting on the use of 
AtrnaW oop Hezx Screws Sy the 
manufaurer. An important little 
detail that will safeguard your 
customer and help create goodwill 


— a (oustomer 


EmsarrassinG situations of this sort are by no means unusual. 
The unfortunate lady is not only placed in an embarrassing 
position but also in an exceedingly dangerous one—for the 
loss of a heel often results in a painful fall. Who’s to blame— 
the wearer, the manufacturer or the dealer? It doesn’t make 
much difference, for the victim always places the blame on 
the dealer and he unknowingly loses a valuable customer. 


Your customers are entitled to security as well as style and 
comfort in their footwear. ALpHaA Woop Hest Screws 
eliminate loose wobbly wood heels. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 





"When writing to advertisers pleese mention Boot anv.Smom Recospen 
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